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Albuquerque Nashville 
Atlanta . New York 
Bakersfield 
Baltimore 
Buffalo 
Chicago Portland, Ore. 
Dallas - Providence 
WNEM-TV Flint-Bay City ...-.... Raleigh-Durham 
KPRC-TV Houston . Rochester 
Kansas City - Sacramento 
Little Rock - San Antonio 
San Diego 
WNEP-TV. .Scranton-Wiikes Barre 


.. Minneapolis-St. Paul 


Funny thing about a “train of thought.” It 

leads you to your decision destination as Television Division 

surely as a real train delivers you to the Edward Petry & Co., inc. 
right station. That’s why national adver- The Original Station 

tisers naturally use the following TV ee” 

stations first. They deliver with Spot 


Television. NEW YORK « CHICAGO : ATLANTA + BOSTON * DALLAS 


DETROIT - LOS ANGELES « SAN FRANCISCO - ST. LOUIS 
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“It’s a great selling tool. 1 don't see how anybody stays in business with. 
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; 
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h \ great percentage of tl n | e* 
Rox. itelv takes the risk out of | pl vfully 

) sua e Tro! a pect ol copy paper wv » { ] n 1 an 

t his commercial is going to look like on TV. But if the salesman can 


: I’ve got a spot all recorded for you on your fall coat sale, and I want you to see it,’ then 


he’ ld. This is just so much better than any other way to sell local television that you just 
t compare it!...What do we think of Ampex? No question but what they’re the leaders in 

put tay n the map, and as far as we’re concerned, it’s the Ampex VTR that’s 

\ single sheet of paper, an envelope addressed to Ampex and a 4¢ stamp is 

to get the complete profit-potential story about tape...and about the Ampex VTR 





ing component of any complete TV operation. 


Drop us a line today. Write to Ampex, department TT. [. MPIEX 














OF KFDA-TV. AMARILLO. (112.500 TV HOMES; 


MR. JOHN TYLER, GENERAL MANAGER 
151ST MARKET) 


*TM AMPEX Cc 
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low important is the 284? 


Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities ...3,000,000 potential 
customers ...684,200 TV homes (ARB 
March ’60)...served exclusively by 
WJIM-TV for 10 years. 
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WJ) i M = ¥ | Se located to exclusively serve LANSING... FLINT...JACKSON 


BASIC Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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Letter from the Publisher 


A Trio of Studies 


There have been three important studies, released in the past 
few weeks, that demonstrate the expansion and efficiency of spot 
television. 

One, by the Edward Petry Co., “Trends in the Selection of Media 
by the Top 100 Advertisers,” gives an interesting pattern of spot 
placements over the past three years by the nation’s top advertisers. 
Spot tv registered a 7]-per-cent increase in a three-year period 
among the top 100 advertisers. Network tv was up 36 per cent, 
magazines 17 per cent and newspapers three per cent. It is signifi- 
cant to note that the top 100 advertisers are primarily in what the 
National Industrial Conference Board calls the “population in- 
crease products.” These are package goods such as detergents, 
drugs, toiletries, cigarettes, coffee, tea, etc. 

The National Industrial Conference Board in its projection for 
1961 pointed out that package-goods sales increase in direct pro- 
portion to the population and do not follow the sales curves of 
heavy-goods industries. This was borne out by the 14-per-cent in- 
crease in spot television by these top advertisers in 1958 over 1957. 
1958 was considered a recession year. The Petry study is invalu- 
able to advertisers and agencies and stations alike by pointing out 
the trends over a three-year period. 

An important step forward in piercing the outdated “retail trad- 
ing zone” concept was made by the Corinthian Broadcasting Corp., 
which just issued a home inventory study of the Fort Wayne 
market. This was a total market study of not only the Fort Wayne 
metropolitan area but also some 18 counties covered by the Fort 
Wayne television stations. In the place of retail trading zone, 
Corinthian has established a measurable market called Tele-Urbia. 
The survey of over 1,000 households covering major product cate- 
gories such as beer, coffee, cereals, etc., clearly demonstrates that 





the tv market is different from that of any other medium. It should WK8T Provides the Only Con- 
encourage many advertisers (some already have done so) to change sistently-Dependable Signal for 
their marketing and distribution pattern to conform with the defini- an Isolated Market of 160,000 
tion of television markets. Wisconsin, Minnesota and lowa 


TV Homes (CBS Research). Ob- 


Television Advertising Representatives has collated a series of vioudy, 8 would Teke Two er 


interesting brand comparisons of eight product categories in the Three Times as Many TV Homes 
five markets where it represents stations—Boston, Baltimore, Pitts- in a Multi-Station Market to De- 
burgh, Cleveland and San Francisco. This is the kind of study liver a Comparable Audience. 


which shows that the end result of advertising is te move merchan- 
dise. It demonstrates that there are criteria of buying tv time other 
than ratings. The consumer preferences from market to market 
emphasize the need for tailoring the advertising to the habits of 


Ray ces Ee NBC 
each market. 
For example, Salada Tea, which dropped out of spot television, 
is sixth in Baltimore in sales, whereas it is second in Boston, its 
home market. It will be interesting, for example, to chart the sales 
activity of Shell after its big newspaper push. Esso, a heavy spot 
advertiser, is in undisputed number-one position in Baltimore, Bos- 


ton and Pittsburgh. TvAR is to be complimented on the utility and LA CROSSE 


comprehensiveness of this study. WISCONSIN 
250,000 WATTS ou ewnn=seesss = 


Cordially, Represented by: ! Channel 
Op foul “tomers | 





-ub- 
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122. 
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Harry Hyett, Minneapolis *-.. 
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FROM KING FEATURES SYNDICATE... 


e The Biggest Name in Comic Cartooning 
e Creators of POPEYE and Many Other World-wide Comic Favorites 


ision’s Next BIG Animated Cartoon Hit 
for the WHOLE FAMILY! 











and DELILAH 


eke 
y XV os 1 All New—Created 
eo » Especially for TV 


Co Nee 
Pe 
a». —¥ ‘«¢ 
eels a 
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A = Starring 
SAMSON SCRAP 


Featuring DELILAH 


Co-starring 
PINETOP and 


( WASHBOARD y 


a Vas 


Don’t Wait! Find out about this WINNER from KING FEATURES today. 










Wire or call: AL BRODAX, Director Pe 3 
’ | Audition Prints | diately Available! 
TED ROSENBERG, Director of Sales Heesouictie na deenansone ee Rens <i. 


KING FEA fures\gywovcare | 
MU 2-5600 MU 2-5965 235 East 45th St., New York 17, N.Y. 
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A network worthy of the name must rise 
to television’s opportunities and obliga- 
tions as the swiftest, most vivid medium 
of information ever devised—whether 
in transmitting news events as they 
happen, or reporting them quickly, or 
analyzing them in depth or perspective; 
whether in cultivating discussion and de- 


edge of science, or opening the world 


Within the entertainment field, it should 
provide a broad range of programs that 
appeal variously to the whole family, to 
different age groups and sexes, and to 
different levels of sophistication. 

For the National Broadcasting Company, | 
pledge to you there will be no turning aside 
from the course we have always followed: 


=m and enlarging its scope and stature 


bate of public issues, spreading knowl- the course of trading the medium up, 


of the arts and humanities to millions. 


as a full service to the total audience. 


From an Address by Robert W. Sarnoff, Chairman of the Board, National Broadcasting Compan 960 Tele on A 


PRESIDENT 


NIXON 


KENNED 

















NOW 
ELLING 


3 


GREAT STATIONS 


IN THE GREATER 
ILLINOIS MARKET 















Will All be Represented Nationally 
| By 


PETERS, GRIFFIN, WOODWARD, we. 
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Lambert & Feasley 
I enjoyed your article con- 
cerning Lambert & Feasley (TV AGF, 


Nov. 14), of which I was executive 
vice president for 30 years and for 
which I am now a consultant. But I 
have one complaint. 

[ am not the author of the famous 
ad, “Often a Bridesmaid.” The bow 
goes to Milton Feasley, with an as- 
sist by Gerard Lambert. Time and 
again I have been given credit—and 
time and again I have publicly and 
privately denied authorship. I don’t 
suppose anyone gives a damn one 
way or another, but I just want to 
go on record once more that this is 
one laurel to which I’m not entitled. 

If you want to place a wreath on 
this old brow for writing almost every 
line of Listerine and Listerine tooth- 
paste advertising from 1926 to 1954, 
about $70 million, okay—a feat that 
inevitably led me down the rugged 
rocks of Ulcer Gulch. 

GorDON SEAGROVE 
Advertising Consultant 
31 Chippewa Rd. 
Yonkers, N. Y. 


. you did a fine story on Lam- 
bers & Feasley ... 
FRANK MACE 


President 
Lambert & Feasley 
New York City 
Smith/Greenland 
The story on Smith/Greenland 


(Tv AGE, Nov. 28) is a lulu. You did 
a fine job. 

MicHAEL AMES 

President 


Communicators, Inc. 


‘New Philistine’ 

... the direct digest of my remarks 
in Detroit (Newsfront, Tv AGE, Dec. 
12). I think you briefed the speech 
very well indeed. 

Some people have made me out to 


be the new Philistine, opposed to the 

emphasis we are all placing on crea- 

tive advertising; my intent, as any- 

one who bothered to read the speech 
could tell, was just the opposite. 

Epwin Cox 

Chairman, Executive Committee 

Kenyon & Eckhardt, Inc. 

New York City 


Code Review Board 


the editorial regarding the | 


Television Code Review Board (TV 


AcE, Nov. 14). We get so many brick- | 


bats that it is real refreshing to have 
a pat on the back . . . Thanks and 
appreciation for what you have done. 
James M. Gaines 

President 


WOAI-TV-AM San Antonio | 


Station Parties 


... the article on KDKA-TV (“Sta- 


tion Parties,” Tv aGE, Nov. 14) cer- 
tainly was a grand story, and we 


certainly feel like the Pearl Mestas of 


Pittsburgh .. . 


Davip N. Lewis 


Promotion Manager | 
KDKA-TV Pittsburgh | 


Sweet-Orr 

Many thanks for the fine story you 
did in behalf of our client, Sweet-Orr 
(Tv AGE, Dec. 12). Mr. Oppenheim 
[Bernard R. Oppenheim, vice presi- 
dent, sales, Sweet-Orr] liked the way 

you handled the facts . . . 
Sipney G. ALEXANDER 
Sanders, Lowen & Alexander, Inc. 
New York City 


Documentaries 

. . . The article “A tv art form: 
documentaries” in the November 
14th issue of TELEVISION AGE presents 
a useful summary 

a vital area... 
Tom W. MAHAFFEY 
Advertising-Promotion Director 


wJxtT Jacksonvil'e 


. the November 14th issue of 
TELEVSION AGE provided some excel- 
lent reading .. . 

J. E. ALLEN 
General Manager 
wBz-Tv Boston 


of activities in 


UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TVY WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. 8 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. 8. 
(M-F, 6 PM-Mid.: 

2800 MORE Homes Reached Than Sta. 8 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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Paul Buny 


Les Biederman 
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national Fe 


| venard, Rintou! 


Network Representative Elisabeth Beckjorden 
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nendous impact of the tape revolution on the 
production and economics of TV is being 
singly in all areas—from network and spot 





commercials to dramatic shows and other program- 
ming, at both national and local levels. Here, on the 
next page, are some of the pleasantly surprising 
things you can expect when you turn to tape to shoot 
your next commercials . . . 











~~ — - oo oo eek 








6 provedways/ NCOTCH” BRAND LIVE-ACTION VIDEO TAPE 


brings new quality and savings to your TV commercials! 





The picture “lives” on “ScorcH” BRAND Immediate playback—in a matter of 
Video Tape . . . says to the viewer, “It’s seconds—tells the producer, director, per- 
happening right now!”’ The extraordinary formers, camera crew whether this “take” 
visual presence of video tape, its real au- is the one to keep, or whether a second will 
thenticity of sounds, provide a new dimen- add worthwhile values of lighting, focus, 
sion of believability to commercial or show. pacing and delivery. No processing wait. 


thi ming |g: 
nary 2 toe : 


Tape saves days because of the uninter- 
rupted work schedules it makes possible. 
You complete assignments in less time, then 
go on to the next without the distraction of 
unfinished business. It helps schedule talent, 
studios, crews efficiently. 





Fast editing is a video tape feature. Its Special effects machines used in video tape 
amazing flexibility lets you make last- recording make possible an unlimited se- 
minute changes. Sight or sound tracks can lection of effects. Wipes, match dissolves, 
be erased and redone speedily. New scenes pixie and giant people, combination of ani- 
can be inserted and complete rearrangement mated cartoons and live-action people, 
of elements effected at the last moment. zooms, supers—video tape does them all. 


Speeds up approvals. Client approval of 
commercials can be had the same day taping 
is made! When tape is the medium, the men 
who make the client’s decision can be on the 
scene to give their approval when enthusiasm 
is high. No processing delay! 





“Scotch” BRAND Video Tape has 
ushered in a new TV age! Along with 
audible range and instrumentation 
tapes, it was originated and pioneered 
by 3M. And it is through continuing 
and pioneering research that 3M is 
known and recognized as world leader 


in the development, manufacture and 





distribution of quality magnetic tapes. 


Send for: “The Show is on Video Tape,” 


a new booklet of case studies on the taping of network 
commercials, drama programs, and local “spectaculars.” 
Enclose 25¢ in coin to cover mailing and handling 


costs. Write 3M Co., Box 3500, St. Paul 6, Minnesota. 


“SCOTCH” and the plaid design are win oe of 3M Ce., St. Paul 6, Minn. 
Export: 99 Park Ave., New York. Cana: 


ia: London, Ontarie. © 1960 3M Co 


MMimnesora [imine ano )fanuractunine company 


2 

a 

«++ WHERE RESEARCH 15 THE KEY TO TOMORROW a 2 
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TOP FAVORITES? 


~~, 
oo a 


In Rochester, New York ~ “hy 


CHANNEL 10 |... 


> 
of the top 4 
Has 'Em-However You Figure! . | be) 


4 
3 


de 4 


f 
* 
























Again, and again, and again—throughout the years—every 
national survey of the Rochester Metropolitan Area has shown 
that the great majority of TV shows that are rated tops with 
Rochesterians are carried on CHANNEL 10!—A mighty good 
reason for advertising your product where your sales messages 


will meet the most enthusiastic eyes and ears! 


The latest NSI survey of Metropolitan 
Rochester (Nov., 1960) not only shows 
this preponderance of favorite shows on 
Channel 10, but also shows that Channel 
10 delivers the largest over-all share of 
audience in Rochester, sign-on to sign-off, 
seven days a week! 


r 
of the top . f 
,- 


15 





ROCHESTER, N. Y 
WHEC-TV. - WVET 


EVERETT-McKINNEY, INC. « THE BOLLING CO., INC. « NATIONAL PRESENTATIVES 
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WHAT'S AHEAD BEHIND THE SCENES Te le-scope 


Will Daytime Billings Drop? 

Now that there is three-network competition through- 
out most of the broadcast day, industry prognosticians 
are privately pessimistic about daytime network billings 
in 1961. They reason that the competitive picture has 
resulted in higher discount rates, and although the gross 
figure reported by the Television Bureau of Advertising 
for the full year will be above 1960's, the net figure 
will be lower, perhaps even lower than 1959's. 


Who Has the Survey? 

The daytime sales department at one of the networks 
is perturbed over the fact that “a major soap-type 
advertiser” reportedly had a study taken which shows 
nighttime tv “leaves a better impression on the viewer” 
than daytime. Obviously motivational in approach, the 
study—which the network would like to refute to boost 
its daytime picture—appears not to have been taken for 
P&G, Colgate or Lever. 


“Jes’ Keeps Rollin’ Along . . .”” 

While the hue and cry over barter operations has 
greatly receded from the peak of a few years ago, 
Exquisite Form Bras continues as it did before and dur- 
ing the excitement. The firm is currently engaged in 
lining up some 70 markets for its spring drive, which 
kicks off March 6 for 13 weeks. Filmed minutes in day 
and late-night slots will feature a new fabric and design. 
Account executive-media director Roland Gomez is the 
contact at Regal Advertising Associates Corp. 


Tv and More Tv For USIA 

The D. C. weathervane points to a sharp step-up in 
overseas tv activities of the USIA, in the wake of Ken- 
nedy speeches on foreign affairs. Under Romney Wheeler, 
director of the USIA TV Service, the 1960 tv budget of 
$114 million was less than 15 per cent of the radio 
budget. Though this represented an increase over 1959, 
the increase is expected to be dramatic this year, with 
more emphasis on timely video-tape shows to comple- 
ment the agency’s stock of films. 


No Restraint For Paint 

Growing fast into a major spot advertiser, Earl Scheib’s 
$29.95 Auto Paint Shops are spreading quickly up and 
down the east coast, using filmed minutes and two-minute 
spots in Albany, Rochester, Washington, New York, Bal- 
timore and other markets in Virginia, Connecticut and 
North Carolina. The chain, which began in Los Angeles 
a decade ago, but moved east only in 1956, looks to 
further expansion throughout the year. Account execu- 
tive Robert Franklin at Charles N. Stahl Advertising, 
New York (also handling the Vic Tanny account), notes 


that opening a new paint shop is simpler than opening 
a Tanny gym. “Earl Scheib is spreading faster than we 
can get the schedules placed,” he says. 


New Tape Center Opens 


A new half-million-dollar video-tape installation was 
opened in New York last week by National Video Tape 
Productions, Inc., a division of Sports Network, Inc. 
The new center has tape-control facilities and two view- 
ing rooms, which, when added to studio facilities in East 
Rutherford, N. J., and seven mobile units (four of which 
are tape-equipped), make the company the largest inde- 
pendent tape operation in the country. 


Sweep For Swanson 


Breaking about issue date, a new campaign of mostly 
daytime minutes and 20's kicks off in a fair-sized number 
of major markets on Swanson foods from Campbell Soup 
Co. The placements will run 13 weeks. Eloise Beatty is the 
buying contact at Leo Burnett Co., Inc., Chicago. 


Step Aside, Men 


Remington Rand reports that it has a major agency 
about “ready to sign” for installation of an electronic 
computer for eventual use in its media department. 
Young & Rubicam, Inc., became the first agency to ac- 
quire a Univac a year ago and, after changing over its 
accounting and billing functions to the machine, has been 
engaged in setting it up for media operations. 


Sweetening the Spot 


Tv and other media have yet to uncover an advertis- 
ing dollar from the Hershey Co., but another candy bar 
is currently testing—and happy results could mean future 
budgets to compete with Peter Paul, Whitman, etc. The 
product is Walter Baker German’s milk chocolate, repre- 
senting the entry of top advertiser General Foods Corp. 
into the candy-bar field. Heavy frequencies of ID’s are 
running in all time periods in Boston and Minneapolis. 
Pete Scott at Foote, Cone & Belding, Inc., New York, is 
the timebuyer. 


Toys on the March 


The after-Christmas period, relatively calm so far as 
toys on tv are concerned, gets a boost next week when 
Selchow & Righter Co. starts a four-week schedule in 
New York, Philadelphia, Miami and Chicago. Minutes 
in kid shows and family-time periods will feature 
Scrabble, Parcheesi, Bridge for Juniors and other items. 
Jeff Herrman is the buying contact at Lester Harrison, 


Inc., New York. 
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'LL SAY THIS... 


“To us, consistency is most impor- 
tant . . . and we have consistently 
placed a part of our budget with 
one or more of the WLW Stations 
for the past several years. We have 
received full value in return, in 
terms of audience, service, and 
better-than-average cooperation in 

promotion and merchandising.” 


woe 


Advertising Manager 


Southwestern 
Ohio Blue Cross 
Cinéinnati, 
Ohio 
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YOU CAN 
QUOTE ME... 


“We are always confident that when 
we recommend the Crosley Sta- 
tions, our clients will benefit from 
the traditional Crosley service that 
goes considerably above and be- 
yond the call of media duty—from 
programs to promotions, behind- 

the-scenes to on-the-air."’ 


7. Dirlan fr 


President 


Keelor & Stites, 
Cincinnati, 


Agency for 
Southwestern 
Ohio 
Blue Cross 
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Cheer for the Year 


“Assuming only that there will be 
no recurrence of war, the decade 
promises a giant step toward a goal 
sought by nations since the earliest 
times: the eradication of material 
want.” 

These words, and others equally 
enthusiastic, can be found in The 
Decade of Incentive, a marketing 
profile of the "60s released just a 
year ago by Marplan, a division of 
McCann-Erickson, Inc. Since then the 
booklet has undergone some criticism, 
especially when the economy got soft 
in the latter half of 1960: the fore- 
casts were too optimistic, almost ir- 
responsible, some quarters charged. 
On page 30 of this magazine Edwin 
H. Sonnecken, president of Marplan, 
discusses the future again in the light 
of the experience of last year, and he 
hasn’t budged one cheerful inch. 

What is even more heartening, 
Marplan’s projections for the first 
year of the decade compare almost 
exactly to the actualities to date (see 
table on this page), and as far as Mr. 
Sonnecken is concerned, the golden 


’60s are off and running. 
“Surprising to some—who may 
have had their eye on the stock mar- 
ket, rather than on more basic _in- 
dicators—the year is pretty much on 
target,” he notes. “Some items have 
gone up more than forecast (serv- 
ices), and some less (durables), but 
most are right on the trend line.” 
And, he observes, The Decade of In- 
centive contained a warning that 
some years were expected to be above 
the trend line, while others would be 
below. But, despite the dolorous notes 
of caution struck by many business- 
men, most 1960 indicators were right 
on the line. “This is especially true,” 
he adds, “if an adjustment of about 
1.5 per cent is made for a very slight 
price rise in the past 12 months.” 
Mr. Sonnecken has a pretty good 
track record in these matters. As an 
example, Marplan jolted officials and 
civic leaders of Newark, N. J., back 
in 1958 with a survey showing a 
population decline. Some enraged city 
fathers and businessmen challenged 
the study, which projected a decline 
of as much as six per cent. It wasn’t 





Population 
Gross National Product 
Disposable Personal Income 
Discretionary Income 
Annual Installment Credit 
Extended 7 id 
Consumer Personal Expenditures 
Consumer Goods Markets 
Non-durables 
Durables 


Services 


dollars. 





Marplan: Its Predictions Vs. The Realities 


*Estimated on the basis of first three quarter data. 
Note: Population figures in millions; all other figures in billions of 


1960 1960 
Projections Actuals* 

181 181 
500 503 
349 354 
121 123 

52 51 
327 328 
152 153 

48 44 
127 130 








until last June, however, that the dis- 
pute was settled. Preliminary census 
figures showed a Newark population 
drop of 10 per cent since 1950. 


Tv’s Definitions 

Question for marketing men: 
what’s the number-one beer in the 
Fort Wayne market? 

Answer for marketing men: it de- 
pends on how the Fort Wayne market 
is defined. 

Having established the concept of 
Tele-Urbia, a total market covered 
by a television signal, Corinthian 
Broadcasting Corp. and WANE-Tv Fort 
Wayne have issued a “home inven- 
tory study” of that market aimed at 
proving to advertisers that depend- 
ence on “old ways” of looking at 
metro areas, suburbs, are 
filled. 

The study, in which 1,047 house- 
holds returned data on where and 
when they shopped for groceries, 
which brands they used and which 
had been bought recently, covered 
major product categories—beer, cof- 
fee, cereals, frozen foods and others. 
Households were grouped as within 
the Fort Wayne metropolitan area 
(primarily Allen County), an outer 
area of some 18 counties covered by 
the city’s tv stations and the total 
market. 

What was evident 
from the sample returns was that a 
brand might be highly popular in the 
metropolitan area and much less 
favored in the outer region. Return- 
ing to the beer question posed above, 
for instance, Drewry’s was noted as 
the brand on hand in 11.2 per cent 
of responding homes in the metro 
area. Carling’s was in 9.1 per cent 
of the metro homes. In the balance of 
the tv market, however, Carling’s was 
in 9.9 per cent of the homes, and 
Drewry’s in 4.0 per cent. For the total 
tv market, Carling’s led Drewry’s, in 
9.7 per cent of all homes to the lat- 
ter’s 6.2 per cent. 

The implications of such a break- 

(Continued on page 66) 
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Business barometer 


Local billings in October showed the greatest percentage gain for that month in the 
the seven years the 
Business Barometer sur- NETWORK BUSINESS 
vey has been conducted, 
and network business 
kept step by recording 
the second highest Oc- 
tober rise since 1953. 














4 month-to-month and year-to-year comparison 


Oct Nov Dex Jan Feb Mar Apr May dune July Aug Sept Oct 
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The 32.1-per-cent gain made by 
local business over 
September topped the 
previous high mark of 
28.2 per cent set in 
October 1958. In the 
network category, only 
the 26.5 per cent reg- 
istered for October over 
September 1959 exceeded 
the 24.8-per-cent in- 
crease for the same S € compares nthly netu olume 
period in '60. i are Te Rae vores 
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A further comparison of the month-to-month increase in local billings for October 
1960 with those in past years reveals a gain of 26.5 per cent in 1954, 15.7 
per cent in 1955, 20.1 per cent in 1956, 10.3 per cent in 1957 and 28.2 in ‘58, 


In the year-to-year comparison LOCAL BUSINESS 
local was up 8.9 per { month-to-month and year-to-year comparison 
cent over the same point Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct 
a year earlier. Network 
totals rose 5.9 per cent 
over October 1959. 


Of the 10 months of 1960 re- 
ported to date, local 
billings have increased 
over the previous month 
six times and dropped 
four. Network billings, 
on the other hand, 
showed an increase only 
four times, in March, 
August, September and 
October, the latter by 
far the high point of 
the 10-month period with 
the 24.8-per-cent jump 
noted above. 
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The increases in network busi- 
ness in late summer and 
early fall follow a cus- 
tomary pattern, and if 
the usual trend holds, a ee , ; Ti - oat 
further gains may be 
expected in November. 
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GOING PLACES! Year-round, round-the-clock, WBBM-TV newsmen are going places...and Chicago 
audiences are seeing people, places and events shaping the destiny of nations. 
In the past year, reporters Frank Reynolds, Carter Davidson ard Fahey Flynn have traveled far and wide 
—the Congo, Japan, Korea, Formosa, Austria, Germany, Italy, France, England—to score major news breaks which 
viewers have seen either as one-time news “specials” (“Orient in Ferment;’ “Anatomy of a Crisis: ‘The New Congo 
Nation’ and ‘Africa Marching’”’), or as part of WBBM-TV’s regular day-in, day-out news coverage. 

Clearly, Television 2 Chicago goes to great lengths to bring the world closer to home. Which is one reason 

why WBBM-TV’s clear-cut leadership goes on and on...why Nielsen has reported WBBM-TV the number one tele- 
vision station in Chicago for the past 66 consecutive reports! WBBM-TV CBS Owned, Television 2 Chicago 
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Despite clouded 





looks ahead 


W* it only yesterday that business pages 
were filled with forecasts for the soaring 
"60s? With one-tenth of that golden decade gone 
by, it seems evident this year will bring fewer 
forecasts and more activity. And, for television, 
the slow but steady increases of the past 12 
months indicate a similar course of growth in 
1961. There might not be a sudden boom ahead, 
but neither will there be a bust. 

Business will be there, to be sure, during the 


coming months, but for the first time since the 
lacklustre days of late 57, optimism at the net- 


works, stations and agencies is being tempered 
with guarded phrases of caution. No one con- 





business conditions, 






the year starts well— 


new momentum 


should follow 


nected with the industry is predicting or even 
faintly expecting a downturn in video’s eco- 
nomics, but there is a widespread doubt as to 
how great—or how small—this year’s increase 
in revenue will be. 

But doubt appears to be the word that is in- 
fluencing the entire American financial field just 
now. All prognostications are prefaced with the 
ubiquitous “if”: if the Kennedy Administration 
lives up to the campaign promises, if the out- 
flow of gold can be stemmed, if the automobile 
market doesn’t slide, if the consumer can be 
turned away from spending his dollars for serv- 
ices and toward the purchase of merchandise— 
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then the future will look brighter. 
Naturally, the extent of the bright- 
ness, say the business analysts, de- 
pends on how many of the i/s prove 
true. 

Late in 1959 there was a con- 
fidence on all sides that 1960 would 
be a good year. Retail sales had been 
strong during the early part of win- 
ter, business expenditures for new 
plants and cquipment were up, 
national output of goods and services 
was continuing high. It was only 
shortly after the first of the year that 
economists began hastily revising 
their figures, and by the time late 
summer approached, the Democrats 
had fuel to burn in an attack on the 
state of the nation’s economy. 


All-Time High 


Not that the situation was all bad: 
gross national product in the second 
quarter reached an all-time high of 
$505 billion and eased down only to 
$503.5 billion in the third quarter. 
Even if the final 1960 figure is near 
the latter rate, it will still be well 
above the predictions of $496-500 bil- 
lion made last January. 

An advertising authority expressed 
a belief a year ago that the advertis- 
ing percentage of gross national 
product would increase one one- 
hundredth of one per cent a year, 
and that the 1960 ad_ investment 
should be about $11.6 billion. With 
final figures for the year not yet in, 
estimates place the ’60 ad volume at 
$11.75 billion. 

While employment showed no 
great gains during the year (al- 
though the increasing size of the 
labor force and consequently the 
number of unemployed made “no 
gain” appear as a decrease), work- 


ers salaries generally continued to 








— 
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rise and their hours to decline. 

Automobile sales, sparked by the 
entry of many new compact models, 
started out well, faltered in mid-year, 
then began to move strongly again 
during the late months. In November 
the industry sold 530,393 models to 
break the 1955 monthly record. At 
year-end heightened sales were serv- 
ing to cut the dealers’ stock-on-hand, 
boding good for production in 1961. 

These and other portents of op- 
timism for the future were met, how- 
ever, by the attitude of doubt pre- 
viously mentioned. Virtually all 
major economists are agreed on one 
thing: 1961 in full will be a better 
year than the one just past. Their 
reasoning is based upon a belief that 
current business conditions will last 
only through the first six months of 
the year and a strong upswing next 
fall will more than offset the weak 
period. 

TELEVISION AGE, using its own Busi- 
ness Barometer reports as well as the 
opinions of industry and economic 


pundits, thus looks for a rise of some 
$30 million in net tv time sales dur- 
ing 1961. 

One year ago this magazine pre- 
dicted network net time sales in 1960 
would reach $475.4 million. As this 
is written, final FCC figures are not 
available, but year-end estimates 
plece the 60 total within $1-2 million 
of that prediction. The network situa- 
tion for this year makes a forecast of 
$493 million for 1961 reasonable. 

A check of network executives and 
economists at all three services re- 
veals a general feeling that the great- 
est share of this year’s expected in- 
crease in time sales will come not 
from the seemingly fertile daytime 
field, but from additional nighttime 
sales. 

The reasons behind this belief are 
numerous. One is that although day- 
time unit sales are expected to in- 
crease, discounts will be generally 
raised—particularly on the parts of 
NBC-TV and CBS-TV—to meet the 


three-network competition. Thus, 


Revenue from time sales ($ millions) 


(Does not include talent or production costs) 


network spot local total 
1949 $ 10.8 $ 7.3 $ 95 $ 27.5 
1950 35.0 25.0 30.4 90.5 
1951 97.1 59.7 51.3 208.1 
1952 137.7 80.2 65.3 283.1 
1953 171.9 124.3 88.5 384.7 
1954, 241.2 176.7 120.1 538.1 
1955 308.9 222.4 149.8 681.1 
1956 367.7 281.2 174.2 823.1 
1957 394.2 300.5 174.0 868.7 
1958 424.5 345.2 181.3 951.0 
1959 445.8 424.2 200.6 1,070.6 
1960* 473.7* 430.9* 209.7* 1,114.3* 
1961* 493.2* 439.8* 211.6* 1,144.6* 


All figures from FCC except those marked * which are TV AGE estimates based on 


Business Barometer reports. 





more sales will not necessarily mean 
more dollar volume. In addition, it 
is acknowledged that a certain per- 
centage—small, but meaningful to- 
ward the years total—of 1960 
daytime billings came from _par- 
ticipations in last summer's national 
political convention coverage. Much 
of the conventions was telecast at 
night, but there appears to have been 
enough late-afternoon and _ early- 
evening pick-up (from the west coast, 
particularly) to have affected day- 
time billings. With the next Presi- 
dential-selection carnival four years 
off, this year’s daytime obviously 
can’t look to anything out-of-the 
ordinary for a lift. While ABC-TV 
can further expand its day-program 
schedule slightly, the other networks, 
operating with capacity program- 
ming, cannot get additional revenue 
through additional shows. And the 
feeling generally prevalent is that 
daytime 61 will be as good, but no 
better 





for the over-all network pic- 
ture 





than the year just past. 

The nighttime situation appears 
brighter. It cannot be denied that the 
strides of ABC-TV have inspired— 
and will continue to inspire—its 
rivals to greater selling efforts. The 
move toward participation sponsors 
is expected to increase, enabling more 
and smaller advertisers to use network 
tv profitably. Then, too, while the 
political coverage of the year just 
past meant numerous pre-emptions of 
sponsored programs (with rebates to 
the advertisers), the *61 schedule 
should be relatively stable. 

One of the more important points 
affecting all television investments in 
the coming months will be the 


amount of belief advertisers place in 
the maxim that “to increase sales, 
advertise.” In the present marketing 
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1959 





1960 





picture, it has become all too evident 
to numerous manufacturers that you 
can’t do an improved selling job by 
merely “holding your own.” The 
problem, of course, is whether or not 
business will risk a greater share of 
its profits in increased advertising, or 
whether it will sit back and try to 
hold on to what it has. 


Indefinite Plans 


Numerous companies seemingly 
did not know as *60 ended and *61 
began what their immediate plans 
would be. Caught between bafflement 
at the fall-off in business midway 
through what was supposed to be a 
record year in many respects and 
confusion over conflicting Democratic 
and Republican statements, many 
firms adopted a “wait-and-see” atti- 
tude. Symbolic of this was the de- 
cision by the Association of National 
Advertisers not to conduct its annual 
business survey inquiring into “next 
year’s” expenditures. “We felt,” said 
an ANA spokesman, “that too many 
of our members just were not in a 
position to say how much they'll put 
into advertising in 1961.” 

Budgets for the year had to be 
made up, of course. In most cases it 
is thought that expenditures—at least 
for the initial months—would be only 
at a rate equal to 1960's. At the first 
signs of a strong upturn in the 
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$1,489,718,200 (13.4% ) 


$1,633,945,000 (13.9% ) 


economy, budgets can be adjusted to 
allow for increased spending. Such 
thinking appears to many advertisers 
to be more feasible than spending at 
an advanced rate now, only to have 
to cut back when the economy im- 
proves. 

Predicting the course of spot and 
local billings is a somewhat more 
arduous procedure than network 
prognostications, due to the great 
number of advertisers and stations 
involved, but by utilizing its Business 
Barometer reports, TV AGE estimates 
1960’s spot total at $430.9 million 
and local tv investments at $209.7 
million. (It must be admitted that 
last year’s estimates for the 1959 
totals were off the mark in each in- 
stance when the final FCC figures 
were released. For both spot and local 
time sales, however, the TV AGE esti- 
mates were below—not above—the 
actual millions spent.) 

Estimates for 1961 are $439.8 mil- 
lion for spot and $211.6 million for 
local time sales. The yearly totals— 
network, spot and local—estimated 
are $1.114 billion for 1960 and 
$1.144 billion for 1961. Percentage- 
of-increase figures show a_ two-per- 
cent increase in 1959 over the preced- 
ing year, an estimated four-per-cent 
rise for 1960 over 1959 and an esti- 
mated three-per-cént (conservatively 
figured) increase in 1961. 


total advertising volume: $11,117,300,000 


estimated : $11,755,000,000 (+6.5% ) 


How do these figures compare with 
other industry estimates? The Tele- 
vision Bureau of Advertising esti- 
mates that net time and talent ex- 
penditures for 1960 will come to 
$1.63 billion. TvB divides that figure 
into $819 million for network, $517.5 
million for spot and $293.5 million 
for local tv, noting that increases 
over 1959 figures are 10, seven and 
10 per cent, respectively. For 1961, 
TvB expects a minimum increase of 
seven per cent in the total to bring 
it over the $1.744-billion mark. The 
increase, 1960 over 1959, is estimated 
at nine per cent. 


Fifth of the Total 


One year ago TvB_ president 
Norman E. Cash voiced a statement 
that video’s share of the total adver- 
tising budget would increase until it 
comprised 20 per cent of the total by 
1970. Working from this base, tv’s 
percentage—estimated at 1] per cent 
in 1959—should have been 11.5 per 
cent in 1960 and should move to 12 
per cent in 1961. As the chart 
above illustrates, the actual 1959 
figure was well over 13 per cent, and 
1960's is estimated at nearly 14 per 
cent. For ’60, tv 
creased nine per cent as already 
noted, while the total advertising 
budget moved up 6.5 per cent. 

Seeing that the estimated increases 
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for 1961’s volume are off one or two 
points from the 1960 rises, rival 
media might forecast a decline in 
television’s ability to do a job for 
its advertisers. The fallacy in such 
thinking is that a slightly smaller 
percentage of a larger base can equal 
or surpass a greater percentage of a 
smaller base. 

To illustrate, it’s been generally 
noted that tv viewing was down a 
fraction in 1960 over the previous 
year. A quick glance at the Nielsen 
figures appears to bear out the 
thesis: 

Homes Using Tv—Jan.-Oct. 
(% Total U. S. Tv) 
7-8 8-9 9-10 10-11 
pm pm pm pm 
1959 48.0 578 60.0 50.6 
1960 475 55.8 588 50.1 
Source: NTI 

“Tv viewing is obviously down,” 
say the critics. “The figures prove 
it.” What they forget, of course, is 
that during a year’s time, the total 
number of U. S. tv homes grew con- 
siderably. For the first six months of 
1959, Nielsen used 44,000 homes as 
its base. In July 1959 the base was 
raised to 44,500 homes, and in Janu- 
ary 1960 it was raised again to 45,- 
200 homes. Therefore, in many in 
stances the decrease in percentages 
of total homes viewing tv during 
prime-time hours is more than offset 
by the greater number of homes 
that are viewing in comparison to 
1959’s_ number. 

Additionally, during the year past, 
the number of hours spent viewing tv 
per home per day increased from 
5:32 to 5:35, according to January- 
September averages for 1959 and °60. 
Dividing viewing hours into morn- 
ing, afternoon and evening segments 
for January-February of each year, 
a few more minutes were spent by the 
average home viewing morning and 
afternoon tv, 1960 over 1959. Eve- 
ning, conversely, was slightly down 
by a few minutes in 1960. 


Late-night tv showed a gain, both 
in percentage of total U. S. homes 
and number of homes using tv in 
1960, with the 10-month averages for 
11 p.m.-midnight and midnight-] 
a.m, being 28.0 and 15.2 per cent, 
respectively, The corresponding 1959 
figures were 27.6 and 14.5 per cent. 
In two of the 10 months, convention 
and election coverage apparently 
served to boost the past year’s late- 
night viewing, but four other months 
(besides July and November) also 
showed increases, indicating more 
viewers are staying with Jack Paar 
and the various late movies than ever 
before. 


Television’s penetration of total 
U. S. households not only continued 
upward during the past year, but the 
number of multi-receiver homes also 
rose (see below). Tv-set manufactur- 
ers, although technically perhaps 
considered a part of the large-ap- 
pliance industry, are more closely 
connected with the areas of program- 
ming and advertising than anything 
else. Programs of appeal, produced 
with sponsor investments, heighten 
public interest in tv and spread sales 
of new sets. A look at what's hap- 
pened to receiver sales during the 
past few years may indicate what lies 


(Continued on page 59) 
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Business 
looks ahead 


Golden prospects for 
the ’60s were correct, 


but timing was askew 
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he American businessman enters 

the new year under a new Admin- 
istration, with a critical international 
situation which can affect his over- 
seas revenue and a business recession 
plaguing him at home. He is a cau- 
tious man today. , 

From the perspective of a year this 
caution does not appear justifiable, al- 
though it is certainly understandable. 
It now seems evident that the magnifi- 
cent predictions made for the ’60s 
were, in fact, correct, although a trifle 
premature. 196] may not in itself be a 
boom year: the decade will be. 


Right now the business community 


is concentrating its efforts in an at- 
tempt to determine the length, breadth 
and depth of the recession that the na- 
tion is now enduring. That we have 
been in a business recession since 
roughly the middle of last July is 
now recognized by all authoritative 
sources. But to understand the origin 
and nature of the recession we have 
to go back to 1959 and the long steel 
strike. 

In anticipation of that strike, indus- 
try began accumulating inventories, 
building them up to protect their op- 
erations in the event of a long siege. 
The strike was long, and industry did 
live off its provisions. When the strike 
ended, those inventories had been 
worked down to a point that encour- 
aged the manufacturing trade to go 
on a buying splurge on the theory that 
their plants needed restocking and on 
the wave of optimism that ushered in 
the decade of the ’60s. 

What the forecasters failed to calcu- 
late, however, was that the public also 
had done some inventory accumula- 
tion in anticipation of shortages. Thus, 
when the manufacturers were girding 
for the new decade they found them- 
selves overarmed. The realization of 
what was taking place did not sink in 
until July 1960, and at that point in- 
dustry began to trim those stocks of 
goods for which demand had not ma- 
terialized. At the end of the steel strike, 
manufacturing and trade inventories 


totaled $88.4 billion. By June of 1960 
they had been built up to $93.4 billion. 
From that point on they began to de- 
cline rapidly, and the recognition that 
a recession was under way began to 
set in. 

The gross national product, which 
had slipped to $444.2 billion during 
the 1958 recession and then bounced 
back to $482.1 billion in 1959, hit a 
peak of $505 billion by June of 1960 
and then began a slide. It touched 
$503.5 billion in the period ending 
Sept. 30, and as of the end of 1960 
dipped down possibly to the $500-bil- 


lion mark. 
Question Mark 


The question, then, is whether or not 
this downtrend will continue or a new 
movement will take over which would 
reverse the trend and start the GNP 
climbing upward. 

(It must be noted that it is an over- 
simplification to place the full re- 
sponsibility for the recession on the 
inventory question, since so many 
other forces were at work, including a 
stiff and then a loose credit policy, 
fluctuating moods of international di- 
plomacy, and annoying and discon- 
certing imbalance in the nation’s trade 
balances with the rest of the free 
world. ) 

Any attempt to forecast the trend 
of business in the period ahead must 
take into account a new, unevaluated 
factor—the attitude of the new Ad- 
ministration. There’s no question that 
Washington has become a forceful in- 
fluence in shaping the business climate. 
It’s merely a question of degree. An 
important, intangible factor in all bus- 
iness cycles is the issue of confidence— 
whether the business community feels 
reassured and at ease with the Execu- 
tive branch of the Government. 

Thus it is important to take a look 
at the men who will bear the brunt of 
the relationship with the business and 
financial community, at least at the 
start of the Kennedy Administration. 
There are four key posts which the 


business world is examining to get the 
feel of the economic direction of Wash- 
ington from 1961 on. They are: Sec- 
retary of the Treasury, Secretary of 
Commerce, budget director and chair- 
man of the President’s Council of Eco- 
nomic Advisers. 

The first appointment, as Secretary 
of Commerce, went to Luther H. 
Hodges, former governor of North 
Carolina. Mr. Hodges had been a vice 
president of Marshall Field & Co. and 
then went to work for the Government 
as chief of industry for Germany in 
the Economic Cooperation Adminis- 
tration. Mr. Hodges has given concrete 
evidence of his support for private 
business. He personally spearheaded a 
vigorous campaign to bring industry 
to his state and induced businessmen 
to help out the state government by 
taking jobs. He inaugurated the North 
Carolina Business Development Corp. 
to provide long-term capital to small 
industries in the state. 

Mr. Hodges has promoted a fresh 
approach to expanding the nation’s in- 
dustry—he’s been campaigning among 
Europeans, urging them to expand 
their activities and facilities in the 
U.S. In fact, he succeeded in luring 
a couple of German plants to his home 
state. He believes in a balanced budget 
and is cool to some of the more gen- 
erous programs to aid distressed areas, 
fearing they may turn into boon- 
doggles. 

The next name that popped up was 
that of David E. Bell as head of the 
Budget Bureau. The role of the direc- 
tor of the budget is one of unappre- 
ciated power. It achieved a new degree 
of influence during the Eisenhower 
Administration when the fight for a 
balanced budget seemed to pervade all 
other issues. Maurice Stans, Ike’s 
budget director, was credited with a 
very high degree of influence in deter- 
mining or shaping Administration 
economic policy. 

Mr. Bell worked in the Budget Bu- 
reau during the Truman Administra- 

(Continued on page 60) 
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Marketing looks ahead 





Mr. Sonnecken is president and 
since 1957 general manager of 
Varplan, the market planning and 
research division of Communications 
Affiliates, Inc., and a component of 
the McCann-Erickson corporate fam- 
ily. Before becoming manager of 
Marplan, he was associated with the 
Ford Motor Co. as consumer re- 
search manager and programming 
manager for the Ford division. His 
function was the coordination of mar- 
keting plans with planning of facili- 
ties, procurement, production and 
product development. Earlier, Mr. 
Sonnecken helped usher the tubeless 
tire onto America’s motoring scene 
when B. F. Goodrich pioneered that 
innovation. As sales manager, he test- 
marketed this product in a way that 
was new to the industry. He is a 
national vice president of the Ameri- 
can Marketing Association, and has 
long been active in advancing the 
concept of scientific marketing. 


he kinds of products that are ad- 
vertised most on tv are likely to 
do well in 1961. 

If the companies that make those 
products will match 1961’s growth 
opportunities with advertising money, 
then they and the tv broadcasting 
industry can have a record year. That 
is the outlook as we go into the sec- 
ond year of the much-heralded ’60s. 

Nine years remain of the promised 
“Decade of Incentive.” The economic 
countdown is under way. With one- 
tenth of the decade gone, we may 
ask: “How far did we advance to- 
ward our 1970 target? Will our 
progress next year be better or 
worse? Finally, we would like to 
know: what will the year bring for 
our own industry; for our own busi- 
ness?” 
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. . . spend more smartly.” 


In many respects, 1960 was not a 
year to be remembered for unusual 
growth. Still, it justified many of the 
optimistic expectations held for it. 
Total national output of goods and 
services rose by $22 billion; total per- 
sonal income rose $17 billion; per 
capita income, after taxes, was three 
per cent higher, despite an increase 
of three million in population. Total 
personal spending for goods and serv- 
ices advanced about $14 billion to a 
new record, and spending records 
were set for durable goods, non-dur- 
able goods and service outlays alike. 


Record Year 

Economic gains were not confined 
to the personal sector. Business earn- 
ings were about as high as in any 
year on record, with the exception of 
1959. Business outlays for new plant 
and equipment fell only a shade be- 
low the previous record set in 1957, 
and dividend payments climbed to a 
record $14 billion. 

Television broadcasting had a 
record year. The McCann-Erickson 


estimates of U. S. advertising ex- 


BY EDWIN H. SONNECKEN 
President and Manager, 
Marplan Division, 


McCann-Erickson, Inc. 


penditures for the year show that 
$1.228 billions went into tv—an in- 
crease of 7.5 per cent from 1959. 

Purchases of Federal, state and 
local governments also reached a new 
record; as of late in the year, their 
expenditures for goods and services 
exceeded an annual rate of $100 bil- 
lion. In addition, average wages paid 
by manufacturing industries set new 
records in terms of both hourly rates 
and weekly earnings, and the total 
volume of employment in all non- 
farm industries passed the previous 
peak of 1957. 

A year with dimensions such as 
these would seem to merit the adjec- 
tive prosperous. And, in fact, in terms 
of the major aggregates examined by 
the economists, the year falls square- 
lv on the normal long-term growth 
trend of the U. S. economy in the 
post-war years. Projections of nat- 
ional output and other major business 
indicators for 1960, using the bis- 
torical growth trend as the basic 
guide, came extremely close to the 
realities of 1960's markets. 

It is hardly any secret that 1960's 
business contained a number of rather 
unpleasant departures from a stand- 
ard portrait of total prosperity. Al- 
though employment reached a new 
high, unemployment was up, too. 
Total industrial output set a new 
record, but there were considerable 
margins of unused capacity. Housing 
was sluggish. And even consumer 
markets were not without their prob- 
lems; sales of consumer durables fal- 
tered in the third quarter of the year 
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and rallied only modestly in the last 
quarter of the year as new automobile 
models stimulated sales. Even soft- 
goods markets had their troubles in 
the last six months, 

These difficulties in some parts of 
the consumer market occurred despite 
the ever-increasing amount of money 
flowing into their pockets. Selective 
prosperity stemmed from selective 
spending—not from lack of buying 
power. 

Our charts show that the expansion 
of economic activity in 1960 was 
abundantly shared by American con- 
sumers. Personal incomes after taxes 
rose about $17 billion. The bulk of 
this was concentrated in wage and 
salary income of employes. Of the 
$17-billion increase in income, about 
$14 billion was spent; the annual vol- 
ume of personal savings rose about 


$3 billion. 
Key Question 


The key question for tv advertisers 
is: “How did consumers spend these 
billions in 1960—and what are they 
likely to do with their money in 
1961?” 

While personal spending as a whole 
rose substantially in 1960, the hard- 
goods market showed little change. 
Despite a five-per-cent rise in in- 
comes, sales of automobiles and parts 
increased only about one per cent, 
and sales of furniture and household 
equipment actually declined slightly. 

Sales of soft goods reached a new 
record in 1960 of about $153 billion. 
Sales of foods and beverages, cloth- 
ing and shoes, and service-station 
products all reached new dollar rec- 
ords during 1960. 

Selectivity of spending shows up 
most dramatically in the accelerating 
amounts going to services. Of the 
$14-billion increase in total spend- 
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ing, services took nearly two-thirds. 
Medical payments, education and 
recreational outlays were items that 
rose sharply. Part of the reason that 
consumers are shifting their spending 
to services is that they cost more. 
In contrast to durables like appliances 
and furniture, whose prices went 
down one per cent—or soft goods, 
whose prices rose only one per cent 
—the prices of services jumped three 
per cent. 


The consumer's incessant and ris- 
ing expenditures for services has sig- 
nificant implications for tv and its 
advertisers. 

Tv itself is a conspicuous example 
of a service business which is grow- 
ing faster than the economy. Thus it 
epitomizes the growth of the larger 
service activities of which it is a part 
—education, entertainment and news. 

For tv’s advertisers, the billions of 
dollars which consumers divert in- 
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creasingly to services represent a 
threat and an opportunity. 

Viewed as competition for manu- 
factured goods, the services become 
a threat. Shall the family buy new 
carpeting for the floor—or take that 
trip to the Caribbean? Shall they buy 
a new boat or join the country club? 


Product Appeal 

One way to resolve the problem is 
to design new products so appealing 
that the consumer can’t resist them. 
A better answer may be to meet the 
demand for services in a more effi- 
cient manner. For example: the com- 
plex of household appliances is 
reaching the point where many house- 
holders are ripe for some kind of a 
universal household service contract. 
Such a contract would go far beyond 
the usual guarantee to replace parts. 
It would be a continuous program of 
preventive maintenance, plus emer- 
gency service on all the householders’ 
appliances, including home heating, 
laundry and the like. In other words, 
national appliance companies should 
see themselves as in the service busi- 
ness, as well as in the manufacturing 
business. Many other opportunities 
exist — lawn maintenance — swim- 
ming-pool service—even automotive 
service needs improvement. 

Increasingly, householders want the 
benefits of equipment and appliances 
—but not the ownership worries. 

Whatever the long-range shifts may 
be, for 1961 most major markets 
should do at least as well as in 1960. 
Many of them will be better. 

Most economists believe the present 
down trend will turn around in mid- 
1961. The danger for many tv adver- 
tisers is that they will lay their pro- 
motional plans for the second half of 
the year on the basis of sticky sales 
in the first half. If so, they may miss 
the market when it soars. 


Whether the turn-around is early 
or late, the difference for most tv- 


advertised products will be the dif- 
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ference between good sales for the 
year—or outstanding sales. New vol- 
ume records may well be set in many 
categories. 

The basis for sales strength will be 
the continuing gain in personal in- 
come. 

Assuming that business conditions 
continue to decline through the spring 
of 1961, and then experience a typical 
recovery, aggregate annual personal 
income in 1961 may nevertheless be 
moderately higher than in 1960. If 


business conditions were to begin re- 
covering immediately, the year-to- 
year increase in personal income 
would exceed $20 billion. 

In 1961 “discretionary income”— 
the income available after meeting 
essential living costs and repayment 
obligations—is likely to be only 
slightly less than in 1960, if the less 
favorable of the two assumptions de- 
scribed above should turn out to be 
correct. On the more favorable as- 
sumption, discretionary income in 
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1961 may be as much as 10 per cent 
greater than in 1960. 

To reflect the impact of these two 
income possibilities on 1961 spending 
for goods, the chart on page 31 shows 
a range of probable sales for each 
of the major categories of consumer 
purchases: food and _ beverages; 
clothing and shoes; furniture and 
household equipment, and automo- 
biles. 

Looking at the low side of the 
range we see this: 

© Food and beverage expenditures 
should climb in 1961, even though 
business conditions ease further. 

© Clothing and shoes sales should 
equal 1960, if business does not turn 
up quickly. 

© Furniture and appliances would 
be modestly below 1960, in the event 
of a continuing decline. 

© Automobiles, which are the most 
volatile, would suffer most in the 
event of a more prolonged pause in 
our economic growth. 

Looking at the high side, the charts 
show that a recovery beginning early 
in 1961 would produce a marked im- 
provement over 1960 in each of the 
four categories. 


Intense Competition 

There is every indication that 
American markets will continue to 
be highly competitive in the year 
ahead. There is nothing in the ex- 
perience of 1960 that should alter the 
long-term optimism for the American 
economy. However, it is now alto- 
ecther clear that the vigorous growth 
that lies ahead for American markets 
will occur in an environment of in- 
tense competition. Under these condi- 
tions, sharing fully in the growth of 
markets will require high competence 
in both production and marketing 
techniques. Under the normal com- 
petitive conditions of a free market 
economy, growth is the reward of ef- 
ficiency. The lesson of 1960 is not 
that the glowing portrait of the next 





3. Income Vs. Spending 





5 ad 
> 
© 
© 


billions 


350 | — 














300 | - 





250 AA. . 














1956 1957 


6.1 


Income 


2.9 


lee le Mal 
EST. 


*after taxes 





1958 





1960 


EST 


1959 


3A. Percent Change 


6.9 





a 





Spending 4.5 





2.9 
































1957 '58 ‘59 '60 
EST 





decade is inaccurate, but that it will 
be more valid for some marketers 
than others, in accordance with the 
effectiveness of their strategy. 

What are some of the principles 
bearing directly on the formation of 
a winning strategy for 1961? How 
can one build in 1961 for the bigger 
opportunities in 1962? Here are 
some ideas for the tv advertiser to 


consider: 

@ Sales increases follow increased 
expenditures in advertising, sales pro- 
motion, merchandising and other ele- 
ments of marketing programming. 

© Reduction or stoppage of adver- 
tising affects sales at an increasing 
rate. Loss of volume decreases profit- 
ability by raising the break-even 


(Continued on page 65) 
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A review of imponderables, 
any one of which should make for 


intriguing reflections 





t may not be Alice’s topsy-turvy 

world, but the factors affecting 
television in the coming year are 
not always what they seem either. 
Things sure are getting curiouser 
and curiouser. 

The uncertainties always present 
when a new Administration takes 
over in Washington are naturally a 
part of the challenge which 1961 
presents. But there are specific as 
well as general areas of question. 
These involve the Congress, the Ex- 
ecutive branch of the Federal Gov- 
ernment and the city of Hartford, 
Conn. They also involve that im- 
ponderable called public opinion. 

The proposals of James M. Landis 
for an overhaul of the regulatory 
agencies only make things more un- 
certain, even curiouser. Mr. Landis 
has been identified with pay-tv in- 
terests in the past; but President-elect 
Kennedy, never one to forget a debt, 
is probably grateful for the role free 
tv played in his campaign. 

When the Administration assumes 
command of the nation’s destinies, it 
does not immediately assume direct 
command of the two Federal admin- 
istrative agencies most closely in- 
volved with the fates, fortunes and 
facts of television. These agencies are 
the Federal Communications Com- 
mission and the Federal Trade Com- 
mission. Of the seven FCC com- 
missioners, only one, Charles King, 
comes to the end of his term 
in 1961, and not until 1964 will 
Kennedy appointees, in the normal 
course of events (barring resigna- 
tions and deaths), constitute a ma- 
jority on the commission. But the 
agency will have a democratic ma- 
jority, and will undoubtedly be re- 
sponsive to the desires of the execu- 
tive and legislative branches. Tighter 
regulation is in the wind. 

The question of how much the FTC 
will deal with television is still moot. 
Basically, it does not deal at all with 
television per se, but rather with ad- 
vertising. All has been quiet lately 





X- 


on this front, but most observers are 
inclined to believe that the much 
heralded FTC monitoring of broad- 
cast advertising will soon result in a 
system of regular public reports by 
the commission as to the truthfulness 
and reliability of claims, demonstra- 
tions, etc. While there is no reason 
to anticipate any trouble on this 
score, the public relations of the 
broadcast media are involved. And 
public-relations activity this year is 
apt to be rather public. 


Perjury Trials 

With the trials of indicted quiz 
participants on perjury indictments 
leading off the year’s headline-making 
events, television must also contem- 
plate the fact that a sister sight-and- 
sound entertainment medium, the 
theatre motion picture, is being 
critized in growing volume by major 
church leaders. Traditionally, the out- 
cry against over-brutality and sex in 
one mass entertainment spills over 
and generalizes, and there is historic 
reason to anticipate attempts to in- 
dict “looseness” on the home screen 
as well as in the theatre. 

An offshoot of the movie-industry 
problems cropped up in a decision 
handed down against six of the 
largest tv film distributors finding 
them guilty of block-booking con- 
tracts. Block booking is an old topic 
for the film industry, and it reintro- 
duced it into the television industry. 

Normally, the break-up of a 
monopolistic or price-fixing type of 
activity is greeted warmly by all 
concerned. In this case it’s too early 
to tell the ramifications. But it is 
worth noting that when block book- 
ing was declared illegal in the 
motion-picture industry it created 
headaches, not boons, for the average 
theatre owner, and within a short 
period of time many theatre owners 
were anxious to have it back in a 
modified form. 

Events which are going to occur in 
Washington are bound to provide 








sounding boards for some criticism. 
The FCC’s cut in network option time 
is the first but certainly not the only 
action by the commission which, in 
1961, will materially affect the nature 
of the business. It will also affect the 
nature of programming, since the 
option-time ruling has the effect of 
putting more pressure on the net- 
works to provide “popular” miass- 
audience programming to hold onto 
non-option time, and it is precisely 
this type of programming which pro- 
vides the target for criticism. 

The FCC, in connection with hear- 
ings for new station licenses and for 
license renewals, is under heavy Con- 
gressional and public pressure to 
examine programming policies and 
conient. There are indications that 
even in the area of public-affairs pro- 
gramming, where the broadcasting 
industry has made notable advances 
in the past year, opportunities will 
be sought to voice the criticism of 
various groups which feel that they 
have gotten the wrong end of the 
broadcast journalist’s stick. 


Three-Year Renewals 

Even more ominous for the indus- 
try is the FCC’s action in refusing 
to give a tv station operator the tra- 
ditional three-year license renewal. 
The FCC thus served notice that such 
renewals will no longer be a matter 
of routine. It gave this indication by 
refusing to grant the three-year re- 
newal for five stations—four radio 
and one tv station, the latter in Man- 
chester, N. H. Instead, the agency 
authorized a license renewal for 15 
months. The agency said it had re- 
ceived complaints about the over-all 
management of the stations involved 
and wanted time to review operations 
as they exist by early 1962. 

Then, as if to jab the industry 
into still greater awareness of its 
changed attitude, the FCC has an- 
nounced that an owner of a tv or 
radio station for less than three years 
will have to go through a formal 





hearing before being authorized to 
sell it. The agency noted that in the 
past three years the agency had an 
average of 555 applications filed each 
year for ownership changes, and over 
half involved owners of less than 
three years’ duration. This type of 
station turnover tends to impair both 
industry employes and program con- 
tinuity. Since both developments are 
bad for the industry, the commission 
plans to make it tougher to sell the 
stations, except in case of the death of 
the owner or a need to raise more 
capital for operating purposes. 


Demixing Issue 


Among the other issues that remain 
on the docket of the FCC is how to 
treat the mixing or demixing of the 
uhf-vhf stations. There are 488 
vhfs and 91 uhfs. The FCC has 
been shifting back and forth in its 
policy on this issue, and each year 
goes by with little progress on an 
ultimate solution, although each year 
the need for some long-range ap- 
proach grows in magnitude. 

Finally there is the question of the 
role of television as a teaching in- 
strument. It is expected that the new 
Administration will give a big boost 
to tv education because it is one way 
for the Government to move into the 
educational field without being con- 
cerned about traditional prejudices 
and systems that are involved in 
state versus Federal aid to education. 
There are 52 non-profit tv stations 
engeged in educational tv, and there 
are plans for 24 more afoot. In addi- 
tion, there are hundreds of closed-cir- 
cuit educational hook-ups. 

Federal aid may come simply in 
financing station construction. It al- 
ready has its foot in the door, since 
it has given $2.5 million in grants 
to research the tv educational tech- 
nique. But this could be stepped up, 
as is indicated by a bill, introduced 
in the last Congress (where it died), 


(Continued on page 64) 
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Turnabout in taste 









f the respondents participating in 
the latest survey conducted by The 
Pulse, Inc., exclusively for TELEVISION 


AGE constitute any sort of criteria, the 
millenium has arrived. 

For if percentages don’t lie, and if 
honesty—at least in question-and- 
answer form—still remains the best 
policy, an eyebrow-lifting number 
among the 500 good New York 
burghers polled by Pulse seem to dis- 
dain the kind of tv programming 
they’re supposed to love, and to favor 
the type of fare more commonly asso- 
ciated with the classes than the masses. 

Serious drama, classical music and 
symphony orchestras, news and spe- 
cial-events programs are generally 
conceded to be the video province of 
that minority of superior gentry with 
spheroidal crania who dwell in ivory 
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Viewers want more of 
what they’re not getting 
and less of what they 


are, Pulse finds 
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QUESTION 1: During the next year, do you think there should be more— 
less—or the same amount of time devoted to each of the listed types 
of program than was the case last year? 


More Less Same No 

Time Time Amount Opinion 
% %o % Jo 
News and special events 48.0 3.0 48.6 A 
Popular music 27.6 23.6 46.4 2.4 
Classical music and symphonies 39.0 15.8 44.8 A 
Action and adventure 22.6 30.4 44.6 2.4 
Dramatic programs 50.2 7.6 41.2 1.0 
Comedy shows 41.8 11.2 45.4 1.6 
Crime and mystery 15.2 4A.6 37.8 2.4 
Sports events 29.2 22.0 46.2 2.6 
Feature films 44.0 7.8 47.4 8 


Total percent for each category: 100.0 


Base for percents: 500 
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towers of intellectualism and drool 
over Strindberg and Christopher Fry. 

On the other (and more calloused) 
hand, private eyes, westerns and as- 
sorted action stanzas are allegedly— 
ratings being what they are—the 
heart’s desire of that overwhelming 
majority of solid citizens who believe 
that the television set belongs in the 
living room, not the library. 

But, as the lyric goes, it ain’t neces- 
sarily so. If the results of Pulse’s latest 
venture into the field of video vox pop 
find an echo across the land, Madison 
Avenue is apt to be rocked to its vul- 
nerable foundations by the realization 
that maybe, just maybe, John Q. Pub- 
lic wants far less of what everybody 
thinks he ought to be fed on television, 
and far more of what everybody is 
sure isn’t his cup of tea. 


Eye-Openers 


Pulse asked its constituents: “Dur- 
ing the new year, do you think there 
should be more—less—or about the 
same amount of time devoted to each 
of the various types of program than 
was the case last year?” (question 1). 
Nine different categories were listed, 
virtually running the gamut of pro- 
gramming formats. 

The responses produced several eye- 
openers. Just over half of the sample— 
50.2 per cent—thought there should 
be more dramatic programs on the air, 
programs such as The U.S. Steel Hour 
and Armstrong Circle Theatre—last 
vestiges of a vanished breed—and 
those of hallowed memory like Play- 
house 90, Kraft Theatre and Studio 
One. A mere 7.6 per cent of those 
queried opined that there should be 
less (if that’s possible) of this type of 
show. 

This desire for a species of program 
that is almost as extinct as the dodo— 
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QUESTION 2: Do you think you'will spend more time—less time—or the 
same amount of time with each of the listed activities during the new 
year as compared with last year? 


More Time Less Time Same Amount 
Jo % Jo 
Watching television 17.2 16.8 66.0 
Listening to radio 14.2 8.2 77.6 
Reading 17.4 10.0 72.6 
Attending plays, movies, concerts 11.4 13.2 75.4 
Taking part in club activities 11.0 16.2 72.8 
Attending sports events 6.6 17.6 75.8 


Total percent for each category: 100.0 








at least on a regular-series basis—finds 
a somewhat astounding corollary in 
the vote of 44.6 per cent of the panel 
for less of what is supposed to be the 
staunchest staple of entertainment pro- 
gramming: crime and mystery shows. 
Only 15.2 per cent expressed a longing 
for more private eyes and whodunits, 
indicating a possible saturation point 
in the offing. 

What also would seem to amount to 
sheer heresy in the eyes of advertisers, 
agencies and the networks is the feel- 
ing, as unearthed by Pulse, anent ac- 
tion and adventure series. Here 30.4 
per cent of the respondents want less 
of this type of saga, while 22.6 per 
cent would like to watch more of it— 
not as drastic a reversal as in the case 
of crime and mystery, but a significant 
straw in the wind nonetheless. 

Another surprise was sprung in the 
classical-music category. Thirty-nine 
per cent of the Pulse people professed 
a yearning for more programs offering 
serious music and symphony orches- 
tras—as against 27.6 per cent who 
would like more shows featuring pop- 
ular music—and only 15.8 per cent 


would like less of the longhair stuff on 
their home screens. (As with regu- 
larly scheduled dramatic programs, 
it’s hard to figure how there could be 
much less classical music on television, 
but what’s important is the high per- 
centage which seems to want more of 
it.) 

The apparent yen for cultural up- 
lifting on the home screens is carried 
over, Pulse also found out, into the 
news-and-special-events program cate- 
gory. In this department almost half— 
48.0 per cent—of the respondents cast 
their ballots in favor of more of such 
programming, with a minuscule three 
per cent presumably saturated enough 
with same to desire less of it. 

Voting on the remaining classifica- 
tions of tv fare revealed nothing more 
startling than a continued reaffirma- 
tion of the general principle that 
people are never satisfied with what 
they’ve got—a reaffirmation which is 
evident, incidentally, in the fact that 
throughott all nine categories under 
scrutiny less than half of the inter- 
viewees announced themselves as being 
content with the amount of each type 
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of programming currently offered. 

Forty-one-point-eight per cent of 
those questioned want to see more 
comedy shows on the air, while 11.2 
per cent could do with less. And as if 
there weren’t enough feature-film pro- 
gramming going on at present, 44.0 
per cent expressed themselves as avid 
for even more of Hollywood’s contri- 
bution to the video scene, with only 
7.8 per cent opposed. 

Sports events in the living room, 
however, appear to hold little allure 
for most of that segment of Gotham’s 
population talked to by Pulse. An un- 
impressive 29.2 per cent could go for 
additional tv coverage of sports, while 
22.0 per cent figure they’d be happier 
with less of such viewing. 

Question 2 put to the respondents 
by Pulse was: “Do you think you will 
spend more time—less time—or the 
same amount of time with each of the 
following activities during the new 
year as compared with last year: 
watching television, listening to radio, 
reading, attending plays, movies and 
concerts, taking part in club activities 
and attending sports events?” 

Sixty-six per cent of those answering 
announced they would spend the same 
amount of time in front of their tv sets, 
while roughly three-quarters of the 
sample figured there would be no 
change in the number of hours they 
have devoted all along to each of the 
other listed activities. 

The 16.8 per cent of those who re- 
plied that they would be watching tele- 
vision less were offset by the 17.2 per 


cent who plan to spend more time with 


the medium during the new year. 


Radio will get additional attention 
from 14.2 per cent, less from 8.2. 
Reading will claim more time from 
17.4 per cent, while an even 10 per 
cent will spend less time being ab- 
sorbed in the printed page. More 
people will be attending less plays, 
movies and concerts: 13.2 per cent of 
the sample, as against 11.4 per cent 
who will spend more time this way. 
More people will also be spending 
less time taking part in club activities 
and attending sports events. Sixteen- 
point-two per cent will devote fewer 
hours this year to club activities, while 
11.0 per cent anticipate indulging in 
more of this kind of recreation. 
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Film Report 





JANUARY PRODUCTION 

One of the busiest January produc- 
tion slates for pilot films in the his- 
tory of the industry promises adver- 
tisers a good cross-section of new 
programming as replacements for 
shows scheduled to be canceled. While 
the risks always inherent in the film- 
ing of new pilots are, apparently, not 
inhibiting any producers from taking 
the gamble, few of the plans so far 
disclosed appear to exhibit any great- 
er originality or promise than those 
of last season. Added to those pro- 
jected series with first episodes ready, 
the new pilots bring the total under 
way to approximately 60. 

One program which will get under 
way with an order of 26 half-hours 
is the CBS-TV-ordered [chabod, co- 
produced by Kayro and J&M Produc- 
tions. Kellogg’s has ordered half- 
sponsorship. Another of the network’s 
new shows is Three to Make Ready, 
to be produced at Paramount Studios 
by Bud Yorkin and Norman Lear. 

CBS Films is financing Charles 
Russell, based on the life of the fron- 
tier painter. Fess Parker has been 


signed for the lead, Gordon Kay pro- 
ducing. 

ABC-TV has Quinn Martin turn- 
ing out two pilots: The Impatient 
Ones, based on the Lafayette Esca- 
drille flying squadron of World War 
I, and The New Breed, culled from 
the files of the Los Angeles Police 
Department. The first is a half-hour, 
the second an hour series. 

ABC Films has a distribution agree- 
ment with Herts-Lion International 
for a pair of their new properties: 
The World of Lisa Boston, starring 
Ruth Roman, and Open File, featur- 
ing David Brian as an investigator. 

MGM-TV, meanwhile, is readying 
its biggest push to date in the tele- 
film field, concentrating mainly on 
crime and mystery themes. At least 
four hour-long pilots, as follows, are 
in the works: Darrow for the Defense, 
based on attorney Charles Darrow’s 
life; Hercule Poirot, drawn from the 
Agatha Christie character; The 
Woman in the Case, and Cain’s 100, 
the latter in a co-production agree- 
ment with NBC-TV. 


Broderick Crawford has been set 
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ntelligent use of syndicated film 
j can pre-sell potential customers, 
executives of the Weimer Packing 
Co., Wheeling, W. Va., discovered 
recently. Utilizing Independent Tele- 
vision Corp.’s Four Just Men, the ad- 
vertiser, one of the state’s largest 
meat-packing concerns, was able to 
line up a whole new set of retailers 
in areas in which it had little or no 
distribution. 

The program is presented by 
WTRF-TV Wheeling on Thursdays, 
10:30-11 p.m. Although Weimer has 
state-wide distribution, there were 
certain pockets where it had no deal- 
ers. One of these was the Harrisville- 
Ellensboro-Pennsboro area of the 
state between Parkersburg and 
Clarksburg. 

George Weimer, sales manager of 
the company, assisted by area sales- 
men, went into the region to contact 


12 grocers pre-selected as prospective 
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Weimer dealers. On the very first call. 
says Mr. Weimer, 38 of the prospects 
agreed to become outlets for him. 
The sales results were accomplished 
in the period of three days—or an 
average of 13 out of 14 strikes per 
day. 

Four Just Men stars Dan Dailey. 
Vittorio De Sica, Jack Hawkins and 
Richard Conte. 


as the star of Ziv-UA’s King of Dia- 
monds. Another of the company’s 
half-hours, Small Town D.A., based 
on the Robert Traver book, has been 
bought by ABC-TV. 

Desilu, Inc., is attempting the first 
baseball series, a comedy, You Can't 
Win ’Em All, based on The Long 
Season, written by pitcher Jim Bros- 
nan. 

Another comedy, Ensign O'Toole, 
utilizing the Bill Lederer-created char- 
acter, is planned by Four Star TV. 

A significant trend, which appears 
to be becoming ever stronger, is to 
utilize already existing characters o1 
basic stories for the heart of a series 

that is, to follow the lead of the 
motion-picture industry in transpos- 
ing proven material to film. One very 
strong reason is, of course, that a 
show carrying a name with which the 
public is already familiar might be 
expected to attract an immediate audi- 
ence, rather than having to build one 
from scratch. 


MORE NEW PILOTS 

Following is a rundown on addi- 
tional new entries in the greatest 
sweepstakes in the American enter- 
tainment industry: 

Don Fedderson Productions: 
Satan’s Waiting, an anthology series. 

RonCom Productions: Her Honor 
O’Connor, comedy created by Michael 
Kraike and Clark Reynolds; Rio, ad- 
venture show created by Roy Hug- 
gins. Both will be produced by Alvin 
Cooperman. 

Gomalco Productions: an untitled 
family comedy starring George Gobel. 

Girard-Lewis Productions: Room 
63, an hour dramatic series. 

Calvic Productions: Tangiers, ad- 
venture series starring Rory Calhoun. 

Cameron Enterprises: an untitled 
adventure series, starring Rod Cam- 
eron, and located in the Caribbean. 
The Wm. Morris office is packaging. 

Other packagers with pilots are: 
Frank Cooper Assoc.: the Herb 
Meadows-created series, The Big 
Fever; H. N. Swanson, Inc.: Father 
Came Home, based on The Saturday 
Evening Post stories by Robert Car- 
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son, and Diamond Artists, Ltd.: Mis- 
ter E., to star Nora Hayden. 


STERLING’S STOCKS 

Net income of Sterling Television 
Co., Inc., for the six-month period 
ending Sept. 30, 1960, was $16,833, 
an increase of 27 per cent over the 
$13,273 recorded for the comparable 
period in the previous year. The re- 
port, covering the first half of the 
company’s fiscal 1961 year, noted 
that non-cancelable securements to- 
taled $596,660, an increase of 58 per 
cent over the $378,830 reported for 
the first six months of the previous 
fiscal year. 


FILMASTER EXPANDS 

In the first phase of a giant expan- 
sion program, mailmen last month 
carried two million shares of $2 par 
value stock to Filmaster investors 
across the nation. Phase two follows 
this year with the announcement that 
Filmaster will use the funds from the 
stock issue in a broad expansion pro- 
gram that includes production of at 
least six pilot films, 37 more epi- 
sodes in the Beachcomber series, and 
sharply increased production of filmed 
tv commercials and industrial films. 

Robert Stabler, president of Fil- 
master, announced that one of the 
pilot films will be based on Thornton 
Wilder’s classic, Our Town. Another 
pilot, with three films already com- 
pleted, is Nightside, based on the 
radio series originated by KMPc Los 
Angeles. Other plots will include two 


dramatic shows and a sports series. 


Giaeee » «= 

A half-hour series, Tallahassee 
7000, has been put into syndication 
by Screen Gems. Sales have been con- 
cluded to five stations: wcBs-Tv New 
York, KABC-TV Los Angeles, KGO-TV 
San Francisco, wrvt Tampa and 
wcTv Tallahassee. The show, starting 
this month, stars Walter Matthau as a 
special agent of the Florida Sheriffs 
Bureau . . . Screen Gems is tempo- 
rarily sold out in Venezuela. With the 
final sale of two more program se- 
ries, Venezuelan tv has 22 Screen 
Gems series under contract, making 
over 1,000 half-hours, all Spanish- 
dubbed. 
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Michigan Bell Telephone Co. has 
bought the CBS Films dramatic series, 
Rendezvous, for showings in five 
Michigan cities. Series will be seen 
on WWJ-TV Detroit, Woop-Tv Grand 
Rapids, WPBN-TV Traverse City, WLIX- 
tv Jackson and WNEM-TV Saginaw. 
Michigan Bell is represented by N. W. 
Ayer, Inc. 

Ziv-UA’s Sea Hunt has been sold 
in 104 markets, with four months 
still remaining before its present run 
is concluded. Among the latest sta- 
tions to sign for the series are WHDH- 
TV Boston, WILX-Tv Jackson, Mich.., 
WBRZ-TV Baton Rouge, WFBC-TV 
Greenville, S. C.. WANE-TV Fort 
Wayne, wLwp Dayton, wertv Talla- 
hassee and wcsc-Tv Charleston, S. C. 
. .. Current market total of Ziv-UA’s 
Viami Undercover is 92, with the 
signing of WHDH-TV Boston. Among 
the newest sponsors for the show are 
Bell Tire Co. on KGGM-TVv Albuquer- 
que and Rodenberg’s Super Market 
on wesc-Tv Charleston, S. C. 

International Harvester and West 
End Brewing have bought into Ziv- 
UA’s Case Of The Dangerous Robin, 
now in 189 markets. International 
Harvester will sponsor the program 
on KSTF Scottsbluff, Neb., and KEzI 





Theodore C. Streibert has joined the 
Time, Inc., Broadcasting Division as 
vice president and general manager 
of wTcn-Tv-AM Minneapolis. Mr. 
Streibert was former director of the 
U.S. Information Agency and since 
1957 has ‘been associated with the 
International Basic Economy Corp. 
He participated in founding the 
Mutual Broadcasting System in 1934 
and became president of wor New 


York in 1945. 
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Eugene, Ore. West End Brewing, 
through Doyle Dane Bernbach, will 
co-sponsor with Brown & Williamson 
on WSYR-TV Syracuse. The Jim Walter 
Corp. will be the advertiser on wsoc- 
tv Charlotte, N. C. 

Javelin Productions, the new divi- 
sion of Independent Television Corp., 
has sold its production, Golf Tip 
of the Day, in 42 U.S. markets and 
the entire Dominion of Canada. 
Among U.S. markets signed are W6EN- 
TV Chicago, WHDH-TV Boston, WMAR- 
TV Baltimore, KPLR-TV St. Louis, 
CKLW Detroit, WKRC-TV Cincinnati. 
wspp-Tv Toledo, KpRc-Tvy Houston, 
WLW-I Indianapolis, WBNs-Tv Colum- 
bus, wAvy-Tv Norfolk and wrc-Ty 
Washington, D. C. 

The Dick Tracy Show, a series 
of 156 five-minute animated cartoons 
produced by UPA Pictures, Inc., has 
been sold in its first market, WGN-TV 
Chicago. Nationwide syndicated sales 
of the cartoon series by Television 
Personalities, Inc., started after the 
initial purchase by WGN-TV, which had 
previously bought the UPA Mis- 
ter Magoo series, also being syndi- 
cated by Television Personalities, Ir... 
Both sales represent a total in excess 
of $250,000. The Dick Tracy series 
is expected to be available in the late 
spring. The Magoo series has already 
been sold to more than 40 stations 
for over $1.2 million. 

One of the major post-48 fea- 
ture packages has been bought by 
KHOU-TV Houston. The Corinthian 
station acquired NTA’s “61 for 61,” 
plus a group of NTA’s post-’48s and 
Sunset Features. The “61 for 61” 
group came in slightly under $100,- 
000 .. . Seven Arts Associated Corp. 
racked up sales totaling $250,000 
of its first release of 40 Warner post- 
00s. The buyers were: WJAR-TV 
Providence, WTMJ-TV Milwaukee, 
WMTW-TV Portland-Poland Spring. 
KVAR-TV Phoenix, WBAY-TV Green Bay 
and wsBt-Tv South Bend. With the 
sale, markets for the Warner releases 
total 14, 

wcau-tv Philadelphia has also 
purchased the distributors 40 
post-'50 Warner films. The purchase 
represents the first CBS owned-and- 
operated station to acquire the films 
.. . The Seven Arts Associated Corp.’s 
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special package of 20 feature films 
has been sold to wcax-Tv Burlington, 
Vt. 

COMMERCIAL CUES... 

Tape commercial producers en- 
joyed a boom year, if Videotape Pro- 
ductions of New York is any cri- 
terion. According to John B. Lanigan, 
vice president and general manager 
of Videotape Center, the first 11 
months of 1960 showed a 67-per-cent 
increase over the comparable period 
in 1959. The full year. he said, should 
show a gain of 70 per cent. 

“More than half of this increase is 
represented by 1959 clients who ex- 
panded their use of video tape in 
1960,” Mr. Lanigan added. He pre- 
dicted still a further increase for 
1961. “At Videotape Center we are 
conservatively estimating a 40-per- 
cent increase in sales for 1961. And, 
we wouldn’t be surprised to see this 
estimate topped by a large margin.” 

Manning Rubin joined Benton & 
Bowles, Inc., N. Y., as a tv producer 

. George P. Turner, Jr., was ap- 
pointed a tv commercial producer for 
Fuller & Smith & Ross, New -York, 
working on the Alcoa account. 

Winners of the first International 
Broadcasting Awards to be presented 
by the Hollywood Ad Club will be 
selected by some of the top names in 
the motion picture, telefilm, and busi- 
ness-film industry. Presentations will 
be made Feb. 7 in Hollywood. 

Already selected for the panel of 
ten judges are Howard M. Packard, 
president of S. C. Johnson Co.; Pa- 
trick J. Frawley, president of Ever- 
sharp-Schick; Harry Ackerman, presi- 
dent of the Academy of TV Arts & 
Sciences, and Harry W. McMahan, 


AST : - 


broadcast consultant. 

Named as the eight craft judges to 
select technical prizes are directors 
George Sidney and George Stevens; 
animation directors Robert Cannon 
and Ward Kimball; and Anne Bau- 
chens, Robert Kern, John Fulton, and 
Art Miller. 

Entries in each of the 17 cate- 
gories will first be screened by a 
panel of preliminary judges; the ten 
best commercials in each category 
will then be placed before the final 
judges. 

Peter Burness, a producer director 
with UPA for the past ten years, has 
joined Playhouse Pictures as an ani- 
mation director. 


PERSONNEL ... 

Four Star TV has named George 
Elber, prominent New York lawyer 
and, until recently, senior partner in 
the firm of Davis, Gilbert, Elber & 
Levine, as vice-president and execu- 
tive assistant to Tom McDermott. Mr. 
Elber will supervise the business and 
legal affairs departments. 

George Haight, vice-president of 
McCann-Erickson and head of the 
radio-TV production department on 
the west coast, has resigned to devote 
himself to his own tv program pro- 
duction plans. 

NBC-TV has appointed Howard 
Erskine, veteran stage and film pro- 
ducer, as an executive in the program 
development department. Mr. Er- 
skine’s first assignment is on Three 


Men and a Girl, an adventure series. 


Film Commercials 
BANDELIER FILMS, INC. 


Completed: Heart’s Desire (margarine), 
Byer & Bowman; Carnation Co. (Morning 
Milk), Harris & Love; Success Wax (wax 
product), Torobin Ady., Ltd.; Sanitary 
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Laundry (laundry & dry cleaning), Robt. 
Stevens. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Quaker Oats Co. (Puss N’ 
Boots), Spitzer & Mills; U. S. Steel Corp. 
(institutional), BBDO; General Mills 
(Kix), D. P. Brother; Humble Oil & Re- 
fining Co. (gasoline), MeCann-Erickson; 
Sandura Co. (Sandran), Hicks & Greist; 
R. H. Donnelly & Co. (Yellow Pages), 
Spitzer & Mills; California Oil Co. (Chev- 
ron Supreme), BBDO; Boyle Midway Co. 
(Antrol Spray), JWT; Filene’s Department 
Store (store), Wesley; Johnson & Johnson 
(Band-Aid), Y&R: Modern Broadcasting 
(WABC-TV), direct. 

In production: General Electric Co. (auto- 
matic skillet), Maxon; General Motors 
Oldsmobile Div. (cars), D. P. Brother; 
U. S. Steel Corp. (institutional), BBDO; 
General Electric (show opening), Maxon; 
Coca-Cola Co. (soda), McCann-Erickson ; 
Dutch Masters Cigar Co. (cigars), EWRR; 
Minnesota Mining & Mfg. Co. (Scotch 
Brite), BBDO; Brillo Mfg. Co. (soap pads), 
JWT; Radio Corp. of America (television 
sets), JWT; Nestle Co. (Nescafe), Wm. 
Esty; Quality Bakers, Inc. (bread), direct; 
G. H. P. Cigar Co. (cigars), Compton; 
Pan-American Coffee Bureau (institutional), 


BBDO. 


RAY FAVATA PRODUCTIONS, 
INC, 


Completed: United States Army Reserve, 
D-F-S; Rexall Drug Co., BBDO; Colgate- 
Palmolive Co., Inc. Filmways; National 
Biscuit Co. (Millbrook bread), Goulding- 
Elliott-Graham/McCann-Erickson ; Frigi- 
daire Div. General Motors (washer & dry- 
er), D-F-S. 

In production: General Mills, Inc. (cereals), 
D-F-S; National Biscuit Co. (Millbrook 
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bread), Goulding-Elliott-Graham/McCann- 
Erickson. 


GRAY & O’REILLY 


In production: Gulf Oil Co. (gasoline), 
Y&R; Northam-Warren Corp. (Odorono), 
Ellington & Co.; Bymart-Tintair, Inc. (Tint- 
air), KHCC&A; Revere Copper Co. (kit- 
chen ware), Adams & Keyes; General Cigar 
(White Owl), Y&R; Liberty Life (insur- 


ance), Merrill-Anderson. 
IMAGINATION, INC. 


Completed: Standard Oil Co. (heating oil), 
BBDO; Sano Guard, Inc. (On Guard), Nor 
Cal; Pacific Sales Co. (Fruit Stik), Daw- 
son & Turner; Isotox (Ortho), McCann- 
Erickson; Alemite Co. of Northern Calif- 
ornia (Alemite), Roy S. Durstine; Killpat- 
rick’s Bakeries, Inc. (bread), Reinhardt; 
Pacific Telephone & Telegraph Co. (serv- 
ice), BBDO; Lucky Lager Brewing Co. 
(beer), McCann-Erickson; Sunlite (bread), 
BBDO; Isotox (Ortho), McCann-Erickson; 
Golden Grain Macaroni Co. (Noodle Roni), 
McCann-Erickson. 

In production: Pacific Telephone & Tele- 
graph Co. (service), BBDO. 


KEITZ & HERNDON 


Completed: James G. Gill, Inc. (Coffee), 
Cargill, Wilson & Acree; Dr. Pepper Co. 
(Dr. Pepper), Grant; Campbell-Taggart 
Assoc. Bakeries, Inc. (Manor and Rainbo- 
Meads bread), Bel-Art; Bank of New Or- 
leans (banking), Godwin. 

In production: Ft. Worth National Bank 
(banking services), Glenn; Texasweet Cit- 
rus, Inc. (grapefruit), Glenn; Dr. Pepper 
Co. (soft drinks), Grant. 


RAY PATIN PRODUCTIONS 


Completed: Crocker Anglo National Bank, 
JWT; Quaker Oats Co. (Flako Products 
Division), Clinton E. Frank; General Mills, 
Inc. (Frosty-O’s), D-F-S; Campbell Soup 
Co. (Franco-American Products), Burnett. 
In production: Jack’s Cookie Company, Inc. 
(Jack’s cookies), Fitzgerald; Detroit Bank 
& Trust Co., Ross-Roy BSFD; Jos. Schlitz 
Brewing Co. (beer), JWT; General Mills, 
Inc. (Cheerios, Frosty-O’s), D-F-S. 


PINTOFF PRODUCTIONS 


Completed: General Electric (vacuum 
cleaners), Y&R; Nestle Co. (Zip), McCann- 
Erickson; Isodine Pharm. Co. (Isodine), 
Reach, McClinton; Ward Baking Co. 
(Lucky Cakes, Tip Top Bread), Grey: 
Standard Oil Co. (Esso), MceCann-Erickson : 
Singer Sewing Machine Co. (sewing ma- 
chines), Y&R; U. S. Steel Corp. (steel), 
BBDO; Texaco, Inc. (Texaco), Cunning- 
ham & Walsh. 

In production: Minute Maid Corp. (orange 
juice), Ted Bates & Co.; American Tobac- 
co Co. (Lucky Strikes), BBDO; Reynolds 
Metals Co. (aluminum packaging), Len- 
nen & Newell; American Cancer Society 
(promotionals), direct; Kemper Insurance 
Co. (insurance), C. E. Frank; American 
Gas Co. (gas), Lennen & Newell; Burry 
Biscuit Corp. (Scooter Pies), Weightman; 
National Guard (promotionals), FRC&H:; 
S. C. Johnson & Son (wax), B&B; Charles 
Pfizer Co. (Beam), Ted Gotthelf; Procter- 
Gamble (Charmin), B&B. 


BILL STURM STUDIOS, INC. 


Completed: Schick Safety Razor Co. (raz- 
ors), B&B; Rexall Drug Co. (toothbrush & 





pen), BBDO; Deico-Remy Div. General 
Motors Corp. (batteries), Campbell-Ewald; 
Firestone Tire & Rubber Co. (show open- 
ing), Campbell-Ewald; Corn Products Co. 
(Mazola oil,), L&N; Blatz Brewing Co. 
(beer), K&E; Henry F. Ortlieb Brewing Co. 
(beer), Lewis & Gilman. 

In production: Corn Products Co. (Mazola 
oil), L&N; Howard D. Johnson Co. (res- 
taurants), Ayer; Firestone Tire & Rubber 
Co. (show closing), Campbell-Ewald; 
Blatz Brewing Co. (beer), K&E: Rexall 
Drug Co. (National Velvet), BBDO; Texa- 
co, Canada (gas), Ronalds: National Bis- 
cuit Co. (cereals), K&E; Whirlpool Corp. 
(RCA Whirlpool dryers), K&E; Brown & 
Williamson Tobacco. (Viceroy cigarettes), 
Bates. 


TELEPIX 


Completed: Max Factor & Co. (perfumes), 
direct; Al Terrence Carpet Co., Beckman- 
Koblitz; Simpson Logging Co. (Easy-Wall 
Panels), L&N; Home Oil Co. (heating), 
Cockfield & Brown; Crown-Zellerbach (Zee 
tissue), Cockfield & Brown; Garrett Snuff 
Co. (snuff), Simon & Gwynn; Bull of the 
Woods (chewing tobacco) , Simon & Gwynn; 
Coast Federal Savings (money), Gumpertz, 
Bentley & Dolan; Beaute-Vues (Life Color- 
chrome), Hixson & Jorgensen: Knott's 
Berry Farm (family outings), Paul Mit- 
chell; Lincoln Savings & Loan (money), 
Ward-Frojen; Democratic Party (“Get the 
Vote”), direct. 

In production: Beaute-Vues (Life Lotion, 
Nutri-Tonic), Hixson & Jorgensen; Natural 
Spray Starch (Beauty-Quick starch), Ed- 
win C. Dunas; Successors to Pridham Davis 
(optometry), Allied. 


Advertising Directory 


of TV SERVICES 


FILM EQUIPMENT 








CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. generators . . . film editing equip- 


ment . . . processing equipment. 
RENTALS — SALES — SERVICE 











S. 0. S. CINEMA SUPPLY CORP. 


New York Citv: 602 West 52nd Street. PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 


SALES «- LEASING «+ SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 
Processing, Recording, Projection, etc. 


SEND FOR QUR HUGE CATALOG ON YOUR 
LETTERHEAD TO DEPT. N. 
















LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 



































































NEW DEVELOPMENTS. The tv- 
ola a 
re electronics investor should prepare for 
- 1961 by boning up on his homework 
a; . . + . 
all intensively. From every corner of his 
va industry developments affecting his 
is- . . . 
=~ investment moves are coming up with 
& breathtaking speed. Some are tech- 
s) ° ° 
nological—such as the suggestion of 
a two-gun color camera that would 
suggest possible competition to RCA’s 
“4 three-gun—at a time when RCA 
an- board chairman David Sarnoff an- 
all 
~% nounces that color tv has_ broken 
lee through the $100-million annual sales 
uff nm 
oo mark. 
n; Other developments will flow from 
12, 2 . 
oe decisions made by the Government. 
t's such as network programming pol- 
it- e-. fs -. . . 
“~f icies or new decisions in the field 
he of uhf following on the heels of the 
™ report to the new Administration by 
ral Dean James M. Landis. Still others 
od- 4 fr . . 
eis may stem from new combinations of 


forces and pressures that flow from 
the interplay of economic forces ad- 
justing to new situations. 


NETWORK IMAGES. One of the 
most interesting examples of what's 
taking place in this field is provided 
network 


by the companies them- 


—_-" Ss 


selves. CBS, long the investment darl- 





ing of the sophisticated tv investor, 
is facing an unusual situation in com- 
petition with the two other majors. 
RCA, with its operations in the area 
: of data processing, electronic com- 
puters, weather satellites and a host 
= of other fields, is adding tremendous- 
"a ly to its appeal by presenting a more 
rounded image. 
: On the other hand, ABC, which for 
‘ some time had been fighting an up- 
hill battle to establish itself in the 
: programming field, is satisfied that 
its entertainment talent is sufficiently 


strong to hold its own, and it is now 
moving strongly into the public-af- 
fairs field—the area in which CBS 
made its name. But the important fact 
for ABC is that it is doing so with 
the aid of a powerful partner, Time. 
Inc. 

It was with Time, Inc., editorial 
assistance that ABC put on its much- 








Wall Street Report 





praised Cuba Si, Yanqui No show, 
and the two organizations are now 
planning to expand their joint ac- 
tivities. Since several Time, Inc., sta- 
tions are already affiliated with ABC, 
there is strong evidence that this as- 
sociation may grow stronger in such 
a way that would strengthen not only 
ABC’s programming but its earnings. 


COMPLEX TRENDS. This observa- 
tion is intended only to show the na- 
ture and complexity of the trends un- 
der way and how careful the investor 
must be in making his evaluations. 
But the entertainment segment of tv- 
electronics, although the most eye- 
caiching and glamorous, is only part 
of the over-all industry. It is more 
tabbed as_ the 
business, including production of tv 


properly consumer 
sets, phonographs, radios, etc. The 
other categories, broadly grouped, are 
military, industrial and replacement. 
The consumer category accounts for 
possibly $2 billion in sales annually, 
while the replacement market, con- 
sisting of tubes and other parts, is 
not over $1 billion annually. 

How much larger these segments 
will become is uncertain. If wall-type 
screens, coupled with color, were to 
become available at reasonable prices 
tomorrow, there might be a whole 
new buying surge. The $100-million 
mark for color sets is an impressive 
total, but still not the dramatic vol- 
ume that black-and-white tv touched 
off a decade earlier. 


By comparison, the military market 
promises Lo have tremendous scope. 
It’s important to bear in mind that 
no clear-cut distinction has been made 
between the military and civilian ap- 
plication of many new electronic sys- 
tems, and it is difficult to state which 
developments have an application 
that is not solely tied to the defense 
that 
where from one-fourth to one-third of 


establishment. It is clear any- 
the cost of military hardware will be 
automatically earmarked for the elec- 
tronic industry, and as the missile- 
satellite program is stepped up, the 
electronic share of the budget may 
move closer to the 50-per-cent mark. 

(Continued on page 68) 





MIDWEST 

H. W. Cassill 

William 8. Ryan 

333 N. Michigon Ave. 
Chicago, Illinois 
Financial 6-6460 


WASHINGTON, D. C. 


Jomes W. Blackburn 
Jack V. Harvey 
Joseph M. Sitrick 
Washington Building 


STerling 3-4341 





our reputation is 
worth more than any 
single commission! 


BLACKBURN & Company, Inc. 


RADIO « TV + NEWSPAPER BROKERS 
NEGOTIATIONS « FINANCING * APPRAISALS 


WEST COAST 


Colin M. Selph 
Colif. Bonk Bidg. 
9441 Wilshire Blvd 
Beverly Hills, Colif 
CRestview 4-2770 = 


ATLANTA 


Clifford B. Marshall 
Stanley Whitoker 
Robert M. Baird 
Healey Building 
JAckson 5-1576 
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New TK-12 Monochrome Camera by RCA Provides 


Finer Product Detail... Better Brand Identification 


Pictures of products and people come up clearer and 
sharper than ever with this new RCA camera. It 
gives you better definition for better product detail 

. . it provides improved rendition of gray scale for 
improved brand identification. The 4% inch I.0. 
tube means 50% larger image for greater picture 
detail. And lighting can be used more creatively to 
provide added emphasis on product features, thus 
improving the quality and believability of your live 
or tape commercials. 


For instance, your lighting can either be arranged for 
overall effect, or to emphasize the product for best 
brand identification. Furthermore, you can vary 


Finer Detail for Better Brand Identification 





the emphasis at will and the camera will pick up all 
the wanted details and faithfully reproduce them. 
Advertisers will welcome the well-lighted, highly de- 
tailed pictures that can compete with the best maga- 
zine photography. Give your station a competitive 
edge with the TK-12 Camera. See your RCA Repre- 
sentative or write. RCA Broadcast and Television 
Equipment, Dept. PB-278, Bldg. 15-1, Camden, N.J. 


RCA Broadcast and Television Equipment, Camden, N.J. 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 


Improved Gray Scale to Dramatize Product Features 























Loman 


Willy 
(from Arthur Miller’s play on 


hen salesman 


the death of same) went out to move 
his product, he was noted as having 
had a perpetual “smile and a shoe- 
shine” —both essential in illustrating 
the salesman’s prosperity and faith 
in his merchandise. With much of 
this issue devoted to forecasts by 
economists as to where television is 
going in 1961, TV AGE polled several 
“salesmen” on the year’s spot pros- 
pects. Not surprisingly, shoes were 
well-polished and smiles were broad. 

Larry Israel, vice president and 
general manager at TvAR, in a state- 
ment released last week, predicted 
that “spot tv billings will reach an- 
other new high in 1961.” While de- 
clining to give a_percentage-of-in- 
crease forecast for the industry as a 
whole, “because a five-percent rise in 
Boston can involve many more dol- 
lars than a similar increase in a 
smaller market,” the executive based 
his optimism largely on January 
business already placed. 

“There’s been much more activity 
this year than last,” he said, “and 
last January was good, but the big 
rush came midway in the month. Now 
it began early in December. The busi- 
ness experts have said the first half 
of the year will be sluggish, with 
things to pick up rapidly in the sec- 
ond half.” CBS-TV Spot Sales gen- 
eral manager Bruce Bryant agreed, 
noting, “Second-half predictions are 
guesses, but the first-quarter business 
is in now and makes the picture very 
good.” 


Adding to the optimistic outlook 


TELEVISION AGE 





a review of 


current activity 


in national 
spot tv 


was the recent flurry of buying out 
of Chicago. “We're hearing from 
major names who have been using 
network spot-carriers. Their return 
is a good omen of big things to 
come,” said Mr. Israel. 

At Peters, Griffin,, Woodward, Inc., 
assistant vice president Chuck Kinney 
looked for 1961 to be “one of the 
best years ever for spot.” He backed 
his forecast with an expected influx 
of business from several sources: the 
option-time cutback which will allow 
stations additional time for spot sell- 
ing; the fact that national advertisers 
have recently gone into “prestige pat- 
terns” and are looking for ‘locally 
produced documentaries, _ political 
shows, etc.; a relatively stable situa- 
tion among network programs that 
has allowed advertisers who bought 
adjacencies to new shows at the start 
of the season to retain those same 
spots, and the continued testing via 
spot of new products by such major 
names as P&G, Lever and others who 








Currently active lining up spot sched- 
ules for Falstaff beer, Roy Terzi buys 
on the account at Dancer-Fitzgerald- 
Sample, Inc., New York. 
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REPORT 





may suddenly pour a great many ad- 


ditional medium 


dollars into the 
nationally. 

“The biggest competition,” noted 
Mr. Kinney, “will come from sec- 
tional editions of magazines. And 
we'll probably have summer troubles 
again. But there are too many factors 
going for us to be anything but 
optimistic.” 

Also prophesying a good year, 
Frank Pellegrin, executive vice presi- 
dent at H-R Television, Inc., thought 
spot would move ahead “as affiliates 
resist the growing tendency of the 
networks to offer regional buys to 
what would otherwise be spot cus- 
tomers, and as they resist the net- 
works’ attempts to sell spots at net- 
work rates in participation shows by 
getting compensation in the form of 
minute availabilities between pro- 
grams. These will make up somewhat 
for the loss of time periods due to the 
rise of hour-long formats.” 

Among current and upcoming spot 


campaigns from advertisers and 


agencies across the country are the 
following: 


ALBERTO-CULVER CO. 
(Compton Adv., Inc., Chicago) 

A heavy budget is slated for this 
hair-products firm’s 61 campaign, with 
mostly night minutes already set for 

26 weeks in some 30 major markets. Media 
buyer Cecilia Odziomek is the timebuyer. 


ARMOUR & CO. 
(Foote, Cone & Belding, Inc., 
Chicago) 

Spot schedules are reportedly being set 

for DIAL soap to fill in areas where 
ABC-TV nighttime shows are not cleared. 
About 13 weeks of minutes, mostly 
daytime, are used in moderate frequencies. 
Gwen Dargle is the timebuyer. 
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THE 
LAUREL 


AND 
HARDY 
SHOW 
Gets Top Ratings On 


WNAC-TV Boston 





Wire or phone 
Art Kerman 


today for Z 


availability ba 
in your m > \ 
GOVERNOR TELEVISION 






PLaza 3-6216 














375 Park Avenue. N.Y.C. 








STORY 
WTRF-TV | soarp 
Special Awards Announced! 


JEALOUS MAN AWARD goes 
to the man who shot his sweet- 
heart when she told him she 
ate her breakfast with gusto. 


Wheeling wtrf-tv 
COMMUNITY CHEST SLOGAN AWARD goes 


to the originator of "We're putting all our 
begs in one ask it." 
wtrf-tv Wheeling 

BEST NAMED DRINKS AWARD fo Three Gay- 
nors “Bottleneck"' Bridgeport, Ohio for the 
David & Goliath, one small one and you're 
a and the Alcatraz, big shot ‘on-the- 
rocks’. 


T. R. Effic! 


Wheeling wirf-tv 
MOST DOMESTIC STORY AWARD goes to 
the housewife in Tibet. Smelling something 
burning, she rushed into the kitchen crying, 
“Oh my baking yak!" 

wtrf-tv Wheeling 
MERCHANDISING AWARD to wirf-tv's Kirk 
Jackson for giving alert advertisers the chan- 
nel 7 come I!-point sales-booster merchan- 
dising plan. 

Wheeling witrf-tv 
UNIQUE GIFT AWARD goes to the maker 


of a musical garbage can . . . lift the lid 
os it plays "Nobody Knows the Rubble I've 
een." 


wtrf-tv Wheeling 


BEST FIGURE AWARD goes to the 7,500 re- 
tail outlets in the Wheeling Market for ring- 
ing up $1,725,286,000 in sales annually. 
That's some figure! Ask George P. Holling- 
pery to tell you how wirf-tv stacks up around 
ere. 


CHANNEL WHEELING, 


WEST VIRGINIA 


SEVEN 
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BRISTOL-MYERS CO. 
(DCS&S, New York) 

A lot of activity here on VITALIS and 
MUM, with a number of selected markets 
to get schedules of varying lengths on 

the products next week. Placements 
range from a few to 40 weeks, but 
consist of numerous flights over the 
period. Minutes and 20’s in day and 
night slots are used, with the men’s hair 
product primarily slotted after dark. 
Charles Digney and Don Miller are the 
buying contacts. 


CAMPBELL SOUP CO. 

(Leo Burnett Co., Inc., Chicago) 
At issue date, selected markets begin 
about 11 weeks of spot for FRANCO- 
AMERICAN spaghetti, with primarily 
daytime minutes running, along with 
some early-evening or late-night 
announcements. Bruce Curtis is the 
buying contact. 


CARNATION CO. 

(EWRE&R, Los Angeles) 

FRISKIES dog food, which started a 
major tv spot drive last fall (Dec. 12 Spot 
Report), apparently intends to keep up 
the good work and reportedly will set 
new schedules of its clever animated 
minutes and 20’s in a goodly number of 


Buyers’ Check List— 


New Representatives 

KBAK-TV Bakersfield, Calif., appointed 
Select Stations Representatives for the New 
York to Washington, D. C. area and 
Weed Television for the balance of the 
country, effective immediately. 

Kcmc-tv Texarkana, Tex., appointed Blair 
Television Associates as its national sales 
representative, effective immediately. 

KGUN-TV Tucson appointed Adam Young, 
Inc., as its national sales representative, 
effective immediately. 

KMsP-Tv Minneapolis-St. Paul appointed 
Adam Young, Inc., as its New York sales 
representative, effective immediately. Adam 
Young has been covering the balance of 
the country for KMSP-TV. 

KTEN Ada, Okla., appointed Weed Tele- 
vision as its national sales representative, 
effective immediately. 

Kxco-Tv Fargo, N. D., appointed the 
Meeker Co. as its repre- 
sentative, effective immediately. 

wcax-tv Burlington, Vt. appointed 
Avery-Knodel as its national sales repre- 
sentative, effective immediately. 


national sales 


wcta-tv Champaign, Ill., appointed 
Peters, Griffin, Woodward as national sales 
immediately. 


Wisc., appointed 


representative, effective 

wEAu-Ttv Eau Claire, 
Adam Young, Inc., as its national sales 
representative, effective immediately. 

wkst LaCrosse, Wisc., appointed Avery- 
Knodel as its national sales representative, 
effective Jan. 16. 

wLoF-Tv Orlando, Fla., appointed Adam 
Young, Inc., as its national sales repre- 
sentative, effective immediately. 


- New Station 
KEzI-TvV Eugene, Ore., channel] 9, began 
programming with ABC-TV Dec. 2. Station 


top markets across the country late this 
month. The day and non-prime night 
spots run for 13 weeks in some instances, 
with the company also reported testing a 
new liquid pet food called PET-GLO. 


Pat Hipwell is the buying contact. 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N. Y.) 

After having some of the October-placed 
schedules wind up at year-end, WHIRL-IN 
and LITTLE PILLS kick off new 
placements about issue date in scattered 
markets. Light frequencies of night 
minutes are used, with some of the runs 
set for 52 weeks. Irwin Fleischer is 

the timebuyer. 

CARTER PRODUCTS CO. 
(SSC&B, New York) 

Beginning at the first of the year, ARRID 
cream deodorant was noted picking up 
additional minutes in some 50 major 
markets for about 13 weeks. Frequencies 
are light for the day and late-night 

spots. Bill Ferguson is the timebuyer. 
CHEF BOY-AR-DEE, Div. 
American Home Foods, Ine. 
(Young & Rubicam, Inc., N. Y.) 
Adding to the item here last issue, this 
food firm lined up children’s shows in a 
small group of markets for its 


has a 10 kw GE driver, 35 kw amplifier 
200-foot tower. President of the 
Donald A. McDonald; 
president, Dr. C. E. Carlson. Base hour: 
$396. Representative: Meeker Co. 
Network Rate Increases 

ABC-TV 

WPBN-TV Traverse City, Mich., from $150 
to $200, Jan. 1. 

wRBC-TV Birmingham, Ala., from $1,175 
to $1,250, Jan. 1. 
CBS-TV 

WRBL-TV Columbus, 
$475, Dec. 1. 

Station Changes 

KTAL-TV Texarkana, Tex., will be the new 
for Kcmc-tv. The 
station will change its call letters and begin 


and a 


station is vice 


Ga., from $425 to 


call-letter designation 
operation approximately April 1 from its 
new transmitter site at Vivian, La. Located 
midway between Texarkana and Shreveport, 
La., the station will have a city service to 
Shreveport and the ABC network affilia- 
tion for that market. At this time the CBS 
and NBC per-program affiliations will cease. 
KELP-TV E] Paso recently started oper- 
ating from its new antenna 877 feet above 
average terrain. The power has increased 
from 26.6 kw visual, 15.8 kw aural, to 
209 kw visual, 115 kw aural. 
KNBS-TV Walla Walla, Wash., 
22, went off the air last month. 
Ksws-Tv Roswell, N. M., is operating 
under a 500-foot temporary tower. The 
1,610-foot tower which toppled in a freak- 
ish windstorm Dec. 8 is expected to be 
back in use by March 1. 
KXMB-TV Bismarck, N. D., is the new 
call-letter designation for KBMB-TV. 
WALB-TV Albany, Ga., and KTVE Eldorado- 
Monroe were deleted from NBC-TV’s PEP 
station group last month. 


channel 
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The Buyer Talks About .. . 





SECTIONAL RATE CARDS 


There appears to be a growing trend toward the so-called “sectional” 
rate card, the type that offers a lower rate for a spot availability if the 
station is allowed to pre-empt your commercial on two weeks’ notice. 
Such notice is given, of course, if the station can sell the spot to another 
advertiser at a higher or “fixed position” rate. The latest innovation in 
such cards is a third rate still lower than the second—and one that allows 
the station to pre-empt your commercial without notice if another client 
wants to pay either of the two higher rates. 


Well, in one buyer’s view, the two-section structure is all right, but 
the three-section card is carrying a good thing just a little too far. 

Let’s look first at the reasons behind a station’s establishment of dif- 
ferent rates that puts it in the position of an auctioneer trying to get 
“just a few dollars more” for his merchandise. One, it hopes offering 
less-wanted, lower-rated spots for fewer dollars will make them more 
salable. Two, it hopes summer spots will be sold, knowing summer view- 
ing is down, but figuring the lower rate will make for an attractive cost- 
per-thousand. Three, it’s possible a second- or third-ranked station in a 
market is looking for a “gimmick” to attract a buyer’s attention. 

All of these reasons have a certain amount of validity. But stations 
which have adopted sectional rate cards—or are thinking of adopting 
them—must remember certain facts. 


One of these is that no buyer will use a station, no matter how low 
its rates, if that station does not fit into the account’s marketing plans. 
Everyone wants lower rates, to be sure, but a second-rate product is 
second-rate whatever its price may be. 

And, if every station in a market lowers its rates and the market is 
outside the account’s distribution pattern, that market still will not be 


bought. 


The same applications can be made to summer tv. Admittedly, viewing 
in most markets in the summer is off from wintertime levels. Still, there 
are certain products—suntan oils, soft drinks, swimsuits, etc.—that are 
of particular interest to a great many people in hot weather. While total 
viewing may be down, these products might get a very high percentage 
of sales among summer viewers—and it seems slightly unfair that they 
may pay less for their commercials than accounts using tv at other times. 
Of course, if a product is patently unsuitable to summer selling, a rate of 
a dollar-per-minute won’t get it on the air. 


Let’s acknowledge, however, that a lower rate for a spot “pre-emtible 
on two weeks’ notice” has its attractions for the advertiser who can run 
short flights. If you can set a three-week schedule at the Section II rate, 
it’s over by the time the station gives notice and recaptures the time— 
and you've saved the client some money. For a long-term campaign, 
though, you want to be able to assure the client his spots will run week 
after week at the exact time and place found best for sales. 


The “pre-empt without notice” deals, while offering as much as a 50- 
per-cent price reduction, could cost more than the savings in time and 
paperwork involved in re-scheduling a schedule that suddenly doesn’t 
exist. Any kind of plan, even a one-week flight, could be erased almost 
on the station’s whim. After a few attempts at buying on Section III 
rates, it seems a buyer would be ready for the Section-8 ward. 





BEEF-A-RONI, with minutes and some 
20's set for 13 weeks. Tom Viscardi 
is the timebuyer. 


CHUNKY CHOCOLATE CORP. 
(DCS&S and JWT, New York) 
Following the 13-week schedules placed 
for this candy-maker last September, 
new activity was reported on for about 
10 weeks of kid-show minutes from a 
start at issue date. Stu Eckart at 
DCS&S buys for CHUNKY and KIT KAT 
in about 30 markets, while Carrie 
Senatore at JWT buys for the products 

in a dozen other areas. 


COLGATE-PALMOLIVE CO. 
(Ted Bates & Co., Inc., N. Y.) 
Joining the variety of C-P products 
noted in recent weeks as setting new 
activity for the New Year, the 
PALMOLIVE men’s line began 52 weeks 
of mostly nighttime minutes last week. 
The placements, very light in frequency, 
cover about 30 major markets. Mrs. 
Eileen Greer is the buying contact. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 
Next week should see the kick-off on 
new placements for VEL in a fairly 
limited group of markets, with about 
eight weeks of both day and night 
minutes to run. Pete Holland is the 
timebuyer. 


COLGATE-PALMOLIVE Co. 
(Street & Finney, Inc., N. Y.) 

New activity for FLORIENT room 
deodorant reportedly will begin the 
middle of this month in a good-sized 
group of markets, with strong placements 
of ID’s around the clock set for about 
eight weeks. Elenore Scanlan is the 
timebuyer. 


CORN PRODUCTS CO. 
(McCann-Erickson, Inc., N. Y.) 

A typical six-week campaign for NU-SOFT 
kicks off next week in a group of 
about 20 major markets. Daytime 
minutes and 20's, roughly 10 announce- 
ments per week, are used. Judy Bender 
is the timebuyer. 

FALSTAFF BREWING CO. 
(D-F-S, New York) 

Reportedly pulling out of syndication, 
FALSTAFF was busy at press time 
lining up spot buys in many of its 
regular markets to start at various times 





Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
Plaza 5-4262 
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“SUNNY” DELIVERS 


210 ,000 











In this ever ex- 
pandiog, ‘buy- 
appy’ market, 
“Sunny” delivers 
your message to 
210,000 TV 
homes daily! And 
does it at the 
lowest cost per 
thousand! 


CHANNEL 38 
TAMPA - ST. PETERSBURG 


Natl. Rep: VENARD, RINTOUL 
& McCONNELL 
S.E. Rep: JAMES S. AYERS 


(NCS #3) 


Remarknne 


ROCKFORD 


YOUR 
oa MIX 






GET THE FACTS 
FROM OUR 
PERSPIRING REPS 


EER 


6 tl 


aes | x 4 ROCKFOR 


M. BAISCH 
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HOMES DAILY 





H-R TELEVISION, INC. 


Media Moves 


A number of changes took place at 
BBDO near year-end, with Richard Mc- 
Keever, formerly associate media director, 
moving into the agency's programming 
department, and Ted Brew taking over Mr. 
McKeever’s duties as media network super- 
visor. Mr. Brew was previously with Wil- 
liam Esty Co., Inc. Also new to the BBDO 
network buying staff are Jack Duffy, Jack 
Winkleseth and Bob Perlstein—all servic- 
ing various accounts. Mr. Duffy and Mr. 
Winkleseth were formerly with Esty as a 
member of the budget department and a 
broadcast buyer, respectively. Mr. Perl- 
stein came to the agency from a produc- 
tion post at CBS-TV. 

In Minneapolis, John J. Hackett was 





MR. HACKETT 


named associate media director for Knox 
Reeves Advertising, coming to the agency 
from Erwin Wasey, Ruthrauff & Ryan, Inc., 
St. Paul, where he was media director. 

Marjorie La Neve, formerly with Sulli- 
van, Stauffer, Cowell & Bayles, Inc., was 
named media director at Sudler & Hen- 
nessey, New York. 

Robert W. Hall, formerly head of the 
tv-radio department at Thompson-Koch 
Co., Inc., was appointed media director of 
the agency. 

Robert P. Engelke, an assistant vice 
president and media supervisor at Ted 
Bates & Co., Inc., was elected a vice presi- 





MR. ENGELKE 


dent and associate media director of the 
agency. Before joining Bates in 1959, Mr. 
Engelke was manager of sales development 


for ABC-TV. 





throughout this month. Minutes and 
20’s in varying frequencies run 13-39 
weeks, depending on the market. Roy 
Terzi is the timebuyer. 


FAULTLESS STARCH CO. 
(Bruce B. Brewer & Co., K. C.) 


Selected markets, primarily midwestern 
ones, are slated for spot placements of 
minutes, 20’s and ID’s on FAULTLESS 
starch to begin late this month. Length 

of the schedules is about 15 weeks. 
Tv-radio director John Kirwan is the 
contact. 


FITZPATRICK BROS. 
(Tobias, O’Neil & Gallay, Inc., 
Chicago) 

Relatively quiet for a number of years, 
KITCHEN KLENZER—an old-time 
primarily midwestern product—was 
scheduled to start a tv campaign early 
this year in a brief and localized drive, 
and reportedly will put $50,000 into 
expanded campaigns later on. Media 
director Stephanie Seeder is the contact. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

Continuing in the small group of southern 
markets used late last year, RED BAND 
flour returns next week with about 

10 weeks of mostly nighttime minutes. 
Bob Fitzgerald is the timebuyer. 


GREYHOUND CORP. 

(Grey Adv. Agency, Inc., N. Y.) 
A group of top markets that eventually 
will include 50-75 areas across the 
country is being lined up for this bus 
company’s 1961 campaign. News/- 
weather/sports shows are set to start 
at issue date in some areas and run 
through the year, with about two 


programs bought per market. Spot activity 


for some time has been confined to 
regional drives. Timebuyer Herb 
Werman, assisted by Judy Meilman and 
Mark Davis, is the contact. 


(Continued on page 52) 


When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 
© FH katy, san anctico A 

J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 











in 
di 
n 


nl 


al 


b 


fc 
sl 





ity 











Pe. Se ee a ee 


44 e IBM machine can never 
replace the timebuyer.” This 
point timebuyer Joyce Peters of 


Mogul Williams & Saylor, Inc., under- 
scores. “For one thing, an IBM ma- 
chine can’t do specialized buying.” 


“What I mean by specialized buy- 
ing is knowing your product and its 
distribution problems inside out and 
not buying strictly on the basis of 
Miss 


“Nothing can replace a knowledge- 


numbers,” Peters explains. 
able buyer but a more experienced 


buyer.” 


Miss Peters has been with MW&S 
for six years. Each buy she feels 
should be tailored to the account. 
“First,” she outlines, “to determine 
the profile of a product’s market the 
buyer should investigate the audience 
composition, the competition and dis- 
tribution problems. Secondly,” the 
timebuyer on Howard clothes, Nat- 
macaroni, 
Breakstone foods and others adds, “a 
buyer should discuss his product 


ional shoes, Ronzoni 


JOYCE PETERS 





with the account, creative and plan- 
ning groups to get the total picture 
of the campaign. Know what is going 
into print, outdoor advertising and 
radio as well,” she stresses. 


In setting up spot schedules the 
buyer should take into consideration 
specific problems relating to the prod- 
uct. “For example,” Miss Peters il- 
lustrates, “if it is a specialized prod- 
uct like yogurt, an endorsement by 
a popular or authoritative personality 
might be effective. Announcements 
should be selected at strategic times 


to promote the product to its optimum 
audience. 


“On the other hand,” she says, “a 
retail account must be treated dif- 
ferently.” In this situation the pro- 
motability of the product, like a 
clothing account, shifts with the sea- 
sons. To advertise this type of prod- 
uct the buyer would plan on heavy 
saturation flights. 

“When the situation calls for the 
building or enhancing of a corporate 
image or brand image, a program 
buy might be recommended. This is 
particularly true in the case of a com- 
pany with a diverse product line.” 

Saturation ID campaigns can be 
used effectively, she notes, when it 
serves the purpose of augmenting a 
schedule by means of repetition and 
continuing impressions of the brand 
name. 

Before MW&S Miss Peters worked 
at NBC Network Sales Service, Harry 
B. Cohen and Katz Representatives. 
A Manhattanite, she expresses the 
cosmopolitan tastes: a devotee of the 
theatre, opera and ballet. 








WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 

















Sales begin long 


before sales are 
made, and WRGB 





: is there at 


the outset in the 
homes (Sm and on 
the minds of the 


people GER who 


can translate your 


message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WwRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY e SCHENECTADY © TROY 
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The more people who see your prod- 
uct, the more prospects for sales. 

And in the Johnstown-Altoona mark- 
et, more people watch WJAC-TV 
than any other station. Both ARB 
and Nielsen back up this statis- 
tical fact. But more importantly, 
WJAC-TV turns these statictics in- 
to sales--a fact backed up by a 
host of happy advertisers from A 
(for automatic washers) to Z (for 
zoup). If you want people--pur- 
chasing people--pick WJAC-TV. 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 


RS ee 
What they see on 


WJAC-TV 

















SERVING MILLIONS FROM , " 
Y r] _ATOP THE ALLEGHENIES 


JOHNSTOWN - CHANNEL 6 
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Rep Report 

Howard E. Marsh and Marvin L. Sha- 
piro, both from the New York office of 
CBS-TV Spot joined Harrington, 
Righter & Parsons, Inc., as 1961 began. 
Mr. Marsh served CBS for five years and 
previously was with Peters, Griffin, Wood- 
ward in Chicago. Mr. Shapiro was nation- 
al sales manager of wcau-tv Philadelphia 
before joining CBS four years ago. 

Expanding its offices, Blair Television 
Companies opens new tv facilities in its 
Atlanta office on Feb. 15. H. W. Maier, 


for the past three years an account execu- 


Sales, 


tive in Blair’s Dallas office—and previous- 
ly with CBS Spot Sales in Atlanta—will 
head up the new tv branch at 1375 Peach- 
tree St. N.E. To replace Mr. 
Dallas, Jack Van Volkenburg Jr. moves to 
Blair from the Los Angeles office of CBS 
Spot Sales. Harry E. Cummings, headquar- 


Maier in 


tering in Jacksonville, will continue to be 
identified with Blair-TV in the southeast. 

Adding to its New York staff, CBS-TV 
Spot Sales named Alan Sloan and William 
Miller account executives. Mr. Sloan trans- 
ferred to the representative from WcBs-TV 
New York, where he served as an account 
executive after moving from HR&P last 
July. Mr. Miller was on the sales staff of 
KMOX-TV St. Louis for several years, pre- 
viously having been with Rutledge-Lilien- 
feld Advertising in that city. 

William F. MacCrystall, who heads up 
tv sales for H-R Tv, Inc., in Los Angeles, 
was named manager of the H-R Representa- 
tives office in that city, succeeding Harold 
Lindley, 

T. Eugene Malone, formerly an account 
executive with wGN-tv Chicago, was named 


retired. 


a senior account executive at H-R Televi- 
sion, Inc. His past history includes posts 
in sales at HR&P and in media at Wil- 
liam Esty Co. 

Marvin D. Melnikoff, formerly 
of research and a member of the editorial 
and in 


director 


staff of a broadcasting periodical, 
the marketing-research department of Len- 
nen & Newell, Inc., joined the Weed or- 


ganization as marketing-research director. 





Spot (Continued from page 50) 


GROCERY STORE 
PRODUCTS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


As it did last year at this time, this firm 

is setting new schedules for B-IN-B 
mushrooms, KITCHEN BOUQUET and 
other products. About 10 weeks of mostly 
day minutes, with some 20’s in prime-time 
slots, go into a good-sized group of 
markets. Gerry Van Horsen is the 
timebuyer. 


HANES HOSIERY, INC. 
(James R. Flanagan Adv. Agency, 
N.Y.) 


Having made its first entry into spot 
this past fall (Spot Report Sept. 5), this 
maker of women’s stockings will follow 
up its 10 weeks of activity with about 
eight weeks more of night minutes and 





20's in 
is late this month. 
the contact. 


markets. Starting date 
Robert Flanagan is 


some 21 


HILLS BROTHERS COFFEE, 
INC, 

(N. W. Ayer & Son, Inc., 
phia) 

Noted here Nov. 28 as intending to rely 
less heavily on long-term program buys 
and more on short spot campaigns in 
1961, this coffee brand will kick off a 
six-week schedule near the end of this 
month in a good many of its usual 40 
markets. Moderate frequencies of filmed 
20’s and ID’s will be used. Paul 
Kizenberger is the timebuyer. 


KITCHENS OF SARA LEE, INC. 


(Cunningham & Walsh, Inc., 
Chicago) 
As part of “the most intensive consumer 
advertising program in its history,” 
SARA LEE cakes kicks off a three-week 
spot campaign next week in New York, 
Chicago and seven other top and sec seer 
markets in conjunction with an NBC-’ 
special and a heavy print campaign. 
Animated commercials—minutes and 20's 
and live personality spots (such as 


Philadel- 





Bolling Buy 
On its 14th anniversary Feb. 1, 
the Bolling Co., Inc., will acquire 
the Headley-Reed Co. 


of some 25 stations represented 


and most 





MR. BOLLING 
latter 
total station list to approximately 


by the firm, bringing its 


“more than 


15. The $14-mil- 
purchase should double the 
present Bolling 

George W. founder 
and president, that 
further additions to the Bolling 


staffs in its 13 offices would be 


lion” 
billings. 
Bolling, 


announced 


announced, following those of 
Robert A. Schmid, named execu- 
John Rath, 
named midwest vice president in 


Chicago, and John Hardingham, 


vice president in New York—all 


tive vice president, 


coming to the firm from Headley- 
coming from Headley-Reed. 
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Ruth Lyons on the midwest Crosley 
stations) will run in frequencies of about 
20 spots weekly in Chicago and New 
York, about 10 per week in the other 
areas. Account executive Gene McKeough 
is the contact. 


alg IZ | LESTOIL, INC. 
(Sackel-Jackson Co., Inc., Boston) 


Joining the spray-starch field, Lestoil 

is introducing the latest product in 

its line via spot tv schedules in Boston 
and Providence. Primarily filmed minutes 


A CHANNEL 








TEST YOUR MARKETING SKILL are used, with the company also reported OUR CHANNEL 5 WHIZ IS 
testing a new odorless LESTOIL in 
ON THIS FIVE-FINGERED — ny a ies — ROBERT C. MILLER YOUR 
st now. Rene Reyes is the buying 
TELEVISION QUIZ | amet PETRYMAN IN DALLAS 


| (Needham, Louis & Brorby, Inc., 

Chicago) 

| Selected markets reportedly got 
first-of-the-year renewals and some new 
placements for ALL and SWAN, with 

primarily daytime minutes set for 13 } 

| weeks. Moderate budgets are involved. 
Don DeCarlo is the timebuyer. 


LEVER BROS. CO. | 
| 





Q—W hich television station in the | LEVER BROS CO. | A—WNEM-TY, Channel 5, with 
sports-loving Eastern Michi- | aT Benson & Mather, Inc., its popular Motor City Wrest- 
gan area has a hammer lock | GOOD LUCK margarine is slated to get ling show, Saturdays at 5:30 
on wrestling shows? | its first campaign of 1961 under way pm. 


late this month in roughly a dozen major 
markets, with heavy placements of ID’s_ | 


Q—How many men are on a base- | running four week. Bert Hopt, assisted | A—Nine men on a team—six outs 
by Larry Cole, is the buying contact. 
ball team and how many outs | in each inning (three for each 
ea ee LEVER BROS. CO. 
are in each inning: team). 


(SSC&B, New York) 


| New schedules of filmed minutes will 


Q—Can WNEM.-TV sell cars? | get under way the middle of this month | A—It sure can! More than 285 
for SILVER DUST, with the placements = 
running about six weeks in 30 top million dollars were spent for 


markets. Day and night time slots are 
used. Bob Bridge is the timebuyer. 


McCORMICK & CO., INC. 


cars last year in the rich 25- 


county area served by 


; WNEM-TV. 
(Lennen & Newell, Inc., N. Y.) 
. At the first of next month, this maker of | 
Q—Two men play fwe games of | tea, spices, etc., reportedly will set light | A—They weren't playing each 
: ‘ : placements of mostly daytime minutes ‘ 
chess and each wins five in a regional group of markets. The other. 


schedules will run into next fall. Lou 
Crossin is the timebuyer. 
MENNEN FOOD PRODUCTS 


A—WNEM-TV, Channel 5, with 
(Garfield Adv. Associates, Detroit) | er ‘3 a ‘ myer 
For its JIFFY POP popcorn in a a hefty 52.1 Share o ani 


games. How come? 


Q-—W hich television station dom- 


inates Michigan's second mar- 








ket from 9 am to 12 midnight container that becomes a popping-pan, ence ARB Rating, almost out 
5 d. this firm reportedly will spend about ‘ y 
on Saturdays and Sundays? $400,000 through the year on tv spots in of sight of its nearest com- 


45 markets. Commercials are usually 
slotted in children’s and teen-age shows. 
Distribution is heading toward national 
coverage. 


MID-STATES SHOE CO. 
(E. A. Oppenheim Co., Detroit) 
= With International, Brown and (most 


recently) Endicott-Johnson shoe companies | 
planning major tv activity this spring, 

the ranks are swelled by this firm’s entry 
into the medium—helieved its first— 


| 
we Ad Ee M-TYV for CLASSMATES children’s shoes. | WA e M-TV 


petitors’ 30.6 and 11.9 ratings. 


Ga ress 


Reportedly, the maker will use minutes 
NT SAGINAW @ BAY CIT | in kid programs for about six weeks 
F T before Easter in a small group of EASTERN MICHIGAN'S FIRST WHF STATION 
markets where its shoes are distributed. ALL WAYS 
Account executive V. Best is the contact. 


NAW © BAY CITY 
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WAST 
PUTS YOUR 
__ MESSAGE 








In this important 

ALBANY —-- ADY— 

TROY MARKET . 

Special balanced program- 

ming attuned to area prefer- ‘S| 
ences exposes more prospects 

to your selling strategy. And 

. . Viewer confidence in WAST 

multiplies the effectiveness of 

your sales message. 





SELL Where People BUY 


ch1AB aipany, N.Y. 


— your ah ER no 





of PLUS VALUE 
in Participations 








1 Proven Adult iibie Buying Power! 
2 Steady, Strong Ratings 
3 Top Film Features 


4 Attractive Price... Ask BRANHAM 


CHATTANOOGA 
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Agency Changes 

Account moves slowed to a trickle dur- 
ing the holiday period, with the largest 
switch being that of General Aniline & 
Film Corp., previously at Benton & Bowles, 
Inc., to Reach, McClinton & Co. The new 
agency will handle both Ansco and Ozalid 
products. Total billings for the year are 
expected to be near $2 million. 

Standard Oil Co. (N. J.) announced that 
Needham, Louis & Brorby, Inc., would take 
over on its $1-million institutional account. 
Ogilvy, Benson & Mather, Inc., handled 
Jersey Standard previously. 

Louis Milani Foods named Cunningham 
& Walsh, Inc., Los Angeles, to replace 
Donahue & Coe, Inc., on its line of salad 
dressings, soups, etc. The 1961 budget re- 
portedly will be $1 million. 


NATIONAL SUGAR REFINING 


co. 
(Young & Rubicam, Inc., N. Y.) 


Having gotten JACK FROST into tv late 
last year for its initial spot campaign 
(Oct. 31 Spot Report), the agency kicks 
off a similar four-week drive the middle 
of this month in about 10-15 markets. 
Again, day and night ID's in strong 
frequencies will be used. Senior buyer 
Jim Stack and timebuyer Ricki Sonnen 
are the contacts. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 


After taking a brief holiday hiatus, 
PEPTO-BISMOL returns next week for 
about four weeks of prime-time 20's 
and non-prime filmed minutes in upwards 
of 20 major markets. Jack Scanlon, 
assisted by Bill Watterson, is the 
timebuyer. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

Now that the eight-week schedules set 
in late October for MOUNDS and 
ALMOND JOYS have expired and a 
brief breather was taken for the holidays, 
the candies are reportedly returning to 
a large group of top markets next week 
for another eight-week push. Light 
frequencies of night minutes in non-prime 
times and prime 20's are used. Much of 
the schedules will feature the new 
ALMOND CLUSTER bars. Joe Devlin 
is the timebuyer. 


PHARMA-CRAFT CORP. 
| (Papert, Koenig & Lois, Inc., N. Y.) 


Having started in October on its 
fall-winter placements, COLDENE returns 
to selected markets early this month 
for a second flizht of 13 weeks of night 
minutes and 20's. Media director 
William Murphy is the contact. 

| 


PLANNED FOODS & 
RESEARCH CO. 
(Valentine-Radford, Inc., K. C.) 

The new dietary-food product from this 
company, PLAN, is expanding from the 
initial areas noted here Dec. 12. New 
markets getting heavy placements of 
nighttime ID's include Denver and selected 





areas in Kentucky and Indiana. Vice 
President G. W. Hawley is the contact. 


QUAKER OATS CO. 
(Clinton E. Frank, Inc., Chicago) 
With Quaker’s other agencies perking 
with New Year activity on the account 
(Spot Report, Dec. 26), FLAKO pie 
and muffin mixes at Frank start new 
runs of day and night minutes Jan. 23 
in about 13 major eastern markets. 
The schedules follow a four-week hiatus. 
Frequencies vary, with most areas 
getting a 12-plan. Camille Muscarella 
is the timebuyer. 


READER’S DIGEST 
(Schwab, Beatty & Porter, Inc., 
N.Y.) 


With J. Walter Thompson running a 
continuing monthly campaign on 
newsstand sales, this agency had a 
customary one-week push on subscriptions 
scheduled for last week in a handful 

of major markets. Strong concentrations 
of 20’s and ID’s were slated to run. 
Tv-radio director George Perkins is the 
contact. 


READER’S DIGEST 
(J. Walter Thompson Co., N. Y.) 


Following the procedure developed 
through the latter part of last year, this 
magazine will continue to use spot 
schedules near the end of each month 
to promote the upcoming issue. A 

smal] group of markets gets the support 
for network activity, with filmed minutes 
set for about a week. Greg Bathon is 
the timebuyer. 





Got a Sales Problem? 


South Bend’s WSBT -TV doesn’t have a 
magic cure-all for sales problems. But it 
does dominate a 15-county area with a 
buying income of $1.7 billion! Perhaps 
the TV families who earn this money 
can help. Use WSBT-TV to ask them. 
See your Raymer man for the latest 


market facts. 


WSBT-TV 


SOUTH BEND, INDIANA 
Channe! 22 


Paul H. Raymer, National Representative 
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Dick McGinnis, BBDO account super- 
visor in Cleveland on General Elec- 
tric, is overseeing GE's mammoth 
spring spot drive. 


SCOTT CHEMICAL CO. 


(Irving J. Rosenbloom & Associates, 
Inc., Chicago) 

Tests on WOOL SUDS, a new cold-water 
soap, reported here Sept. 19, have 

led to continuations in Chicago, with 
plans now being laid for long-term 
spot activity in about 14 key northern 
markets. Daytime minutes on film 
will be used, with starting dates and 
frequencies varying by season. Peggy 
Allen is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 

In not unexpected first-of-the-year 
activity, FLEISCHMANN’S margarine 
and ROYAL desserts were reported 
placing 13-26 weeks of day and night 
minutes in the customary group of top 
markets. Frequencies are generally 
light. Bob Kerrigan and Bob Dekker 


are the buying contacts. 


TEXIZE CHEMICAL CO. 


(Henderson Adv. Agency, Inc., Green- 


ville, S. C.) 

While the publicity fanfare continues 
about Mr. Clean and Lestoil, this maker 
of TEXIZE detergent keeps up steady 
activity in the southern markets where 
it’s taken hold. New placements of 
minutes and 20's reportedly start the 
middle of this month for about 10 weeks 
in selected areas. Media director Betty 
McGowan is the contact. 


TIME, INC. 

(Young & Rubicam, Inc., N. Y.) 
In its first spot activity in many months, 
LIFE kicked off a brief campaign on its 
year-end issue in five major markets, 
with the light placements of 20's to 
continue “for awhile,” promoting future 
newsstand sales. Marcia Roberts is 

the timebuyer. 


TONI CO. 
(Wade Adv., Inc., Chicago) 


A large number of top and secondary 
markets got first-of-the-year renewals 

for DEEP MAGIC cleanser and various 
other Toni items. Day and evening 
minutes are used in the regular Toni 
areas, with frequencies varying by 

the market. Len Materna is the timebuyer. 








U. S. BORAX & CHEMICAL 
CORP. 

(McCann-Erickson, Inc., L. A.) 
As reported here Dec. 12, BORAX is 
using spot in about 70 markets and will 
set new placements of mostly daytime 
minutes in a number of them in the next 
two weeks. The 26-week schedules are 
part of a reviewing process from the 
original buys of last fall. Al Neely is the 
buying contact. 


VOLKSWAGEN OF AMERICA 
(Doyle Dane Bernbach, Inc., L. A.) 


At press time, this firm and its 
west-coast distributor reportedly were 





interested in placing announcements 
in and around newscasts in a small group 
of mostly western markets. Plans 
were somewhat indefinite, probably 
depending on the strength of the 
availabilities, but a January start was 
sought. Media director Jerry Sachs 

is the buying contact. 


WM. WRIGLEY JR. CO. 
(Arthur Meyerhoff & Co., Chicago) 
While continuing some of its 

spot activity during the holiday period, 
WRIGLEY gum returns early this month 
for 52-week placements in selected top 
markets. Filmed minutes and 20's in 
varying frequencies are set. Jean. Seaman 
is the timebuyer. 


Sound good? It is! One buy (WSFA-TV) 
delivers the lush Montgomery and 
Central-South Alabama area, where a 
million people spend over a billion 
dollars every year. 


A-TV 


NE e / PN-Tote lol bacie) 1-4-5 Aedes ee 


_ Represented by Peters, Griffin, Woodward, Inc. 


J 





The Broadcasting Co. of the South 
WIS-TV Columbia, South Carolina 
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BATON ROUGE 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Pony Express (CNP) werz Wed. 7:30 ....48 
2. Coronado 9 (MCA) wBRzZ Tue. 7:30 ......37 
3. Sea Hunt (Zivy-UA) werz Thu. 7 ........34 
4. Sgt. Preston (ITC) werz Thu. 6:30 ...... 32 
4. Blue Angels (CNP) werz Mon. 8 ......... 32 
5. The Brothers Brannagan (CBS) 
TRO BD ccc cccscccccccceseeccssces 28 
6. Mike Hammer (MCA) wars-tv Fri. 9 ....27 
7. Manhunt (Screen Gems) WAFB-TV Sat. 9:30 .2 
7. Rescue 8 (Sereen Gems) werz Sat. 8.30 ....23 
8. Two Faces West (Screen Gems) 
errr Per eer eee ree 20 
9. Lock Up (Ziv-UA) wars-Tv Thu. 9:30 ...18 
9. Popeye (UAA) werz Sat. 7:30, Sun. 8 .18 
10. Tombstone Territory (Ziy-UA) 
ey, Te, FEOD a cecsccccccedcccécees 17 
10. Johnny Midnight (MCA) wars-tv Thu. 8 ..17 
10. U.S. Marshal (NTA) wars-Tv Fri. 9:30 ..17 
TOP FEATURE FILMS 
1. Movie WAFB-TV Sun. 9-10:30 ............. 25 
2. Western Theatre werz Sun. 8:30-9:30 a.m 14 
3. Academy Award Theatre WAFRB-TV 
Mum. BOsBO-TS mss. .n.nccccccces a6 we wack 12 
4. Matinee Theatre wars-Tv Sat. 3:30-5:15 .. 8 
5. Feature Film wars-tv Sur. 11:15-12:45 6 


TOP NETWORK SHOWS 


1. Wagon Train WBRz 
ee | eee 
Se GD WE ccwccscccces 
4. Bob Hope/Perry Como werz 2 
5. Nelson Family werz Ececesoveeme 
es er caeacaeteeSuhk eee ueeenes 19 
rr ne Mi . oc nkccacusesuus 48 
Ce CE TED we cccctcevavesecese is 
DO ee ME - cicceaceevnceesecseens 46 
9. Ernie Ford WBRZ ............. .43 
NORFOLK 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. U.S. Marshal (NTA) wrar-Tv Sat. 10:30 ..29 
2. Death Valley Days (U.S. Borax) 

EO Tn © vc cnwdvccocussscesosscess 23 
3. Rescue 8 (Screen Gems) wrar-Tv Mon. 7 ..20 
3. Johnny Midnight (MCA) wraR-Tv 

Beem. BBO cccscce SOweweccesveeseccceces 20 
4. Bugs Bunny (UAA) wvsEo-Tv Tue. 7:30 19 
5. Phil Silvers (CBS) wrar-tTv Thu. 7 ...... 17 
6. Not For Hire (CNP) wavy-tv Thu. 7 ....16 
7. The Brothers Brannagan (CBS) 

DE SE Cede chontcechsconteuce 15 
8. Tombstone Territory (Ziv-UA) 

Co Se 14 
8. Pony Express (CNP) wrar-Tv Wed. 7 ....14 
8. Shotgun Slade (MCA) wavr-Tv Wed. 7 ....14 
8. Sea Hunt (Ziv-UA) wrar-tTv Wed. 7:30 ..14 


9. The Vikings (Ziv-UA) wveo-rv Thu. 7 ....13 
10. Lock Up (Ziv-UA) wavy-tv Fri. 7 ........ 12 
11. Manhunt (Screen Gems) wTar-Tv Wed. 8 11 
11. Amos ‘n’ Andy (CBS) wavy-tv M-F 6 ....11 
11. Bozo the Clown (Jayark) wrar-Tv Sun. 5 ..11 
TOP FEATURE FILMS 

1. Playhouse 10 wavy-Tv Sat. 6-7:30 ...... 9 
2. Wild Bill Hickok Theatre wveo-Tv 

ne Ci  chaluaonkpesianks ovis wesee0ces 7 


Shock Theatre wveo-Tv Fri. 11:15-1:30 a.m. 6 
- Afternoon Movies wTaR-Tv Sat. 1:30-5 5 

Theatre 13 wvwo-Tv Sat. 11-1:15 am. .... 5 
. Feature Film wrar-tv Sat. 11:15-1:30 a.m. 5 


TOP NETWORK SHOWS 


TREES “WEABG ce cc ccccccccesesete 53 
Have Gun, Will Travel WTaR-TV .......... 40 
SD THIS wcccceccccesvecescens 39 
Nn ee ee 38 
i , scccnasaes casacncss 34 
» MeW Ghtem WRAR-TV qc ccc cccccccccsces 3 
- Candid Camera WTAR-TV ...............-; 32 
Danny Thomas WTAR-TV ...............-; 30 
SE EY ewaredtecweses cccececacs 30 
ee SED cca teesccccccsceseseese 29 
- Dennis the Menace WTAR-TV ............... 29 
. 77 Sunset Strip wvwo-Tv ....... errr eres 
Pe Se WONT wat sccacy cea cveece 29 
*Indi prog i changes during four-week 





period. Ratings for one week are given. 





CHARLOTTE 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Sea Hunt (Ziv-UA) wsoo-rv Thu. 9 ......36 
2. Death Valley Days (U.S. Borax) 

Were DR. Fcc cessece SSeecescesecess 32 
3. Silent Service (CNP) wsoo-rv Wed. 7 ....31 
4. Tombstone Territory (Ziv-UA) 

WOOO SE TR. FT cccccccceccesscccecseces 29 
5. Bugs Bunny (UAA) wsoo-Tv Tue. 6 ...... 28 
5. Deputy Dawg (CRS) wsoo-ry Thu. 6 ....28 
6. Assignment Underwater (NTA) wstv Tus. 7 26 
6. Johnny Midnight (MCA) warv Sat. 10:30 ..26 
7. Whirlybirds (CBS) wsoo-tTv Tue. 7 ...... 25 
8. Coronado 9 (MCA) wsoo-Tv Thu. 7 ...... 24 
9. The Brothers Brannagan (CBS) 

ee SO TID KRaweesacdeeccssevrecceve 22 
10. Manhunt (Screen Gems) watv Tue. 8 ....17 
10. Not For Hire (CNP) wsoo-Ttv Fri. 7 ae 


. Rascals Club (Interstate) weTv Sat. 8:30 ..17 
- Two Faces West (Screen Gems) wetv Mon. 7 .16 
. U.S. Marshal 
- Pony Express 
. Jim Backus Show 


wBtv Mon. 7:30 ...16 
wstv Tue. 7:30 ....16 
wstv Thu. 8 ....16 


(NTA) 
(CNP) 
(CNP) 


TOP FEATURE FILMS 











1, Feature Film wstv Wed. 7-8:30 ......... 18 
2. Feature Film waetv Sun. 5-6:30 ......... 14 
3. Picture For Saturday wretv Sat. 1-2 ...... 9 
4. Feature Film werv Sat. 11:15-1:15 a.m. .. 6 
5. Feature Film wetv Wed. 11:15-1 am. .... 5 
TOP NETWORK SHOWS 
1, Gunsmoke WBTV ....cecsececcecccecees -.56 
BS. Ghecenahe WEEY .cccccccccccccccccccsees 49 
3. Have Gun, Will Travel wBTV ............. 46 
©. Wagon Beste WEOO TY occ cccccccccccccese 41 
G, TRO GS WORE cccceccwccccccccccccscces 41 
SS fer eeeerrerrerreerrrr Terre 40 
6. The Real McCoys wg00-TV .............2:: 39 
C. Fey TERRE WEEE ccc wecccccnccccccceess 38 
ND PD oc ncccteccceceseseseese 37 
Pe Me SN. WIG ok ccccccccccsccccssced 7 
B. TSMR WHOS SE once cc ccccctesccccseens 37 
PHILADELPHIA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Mike Hammer (MCA) weavu-Tv Sat. 10:30 ..30 
2. Sea Hunt (Ziv-UA) woavu-Tv Sat. 7 
3. Popeye (UAA) wWFIL-TV M-S 6 
4. Death Valley Days (U.S. Borax) 

SOVGY TH. Fok ceded do ecnveonescuses 20 
4. Rescue 8 (Screen Gems) wrev-Tv Wed. 7 ..29 
5. Bugs Bunny (UAA) wriL-Tv Tue. 7:30 ....16 
6. Johnny M'dnight (MCA) wrcv-Tv 

Me. be edine ys cabawuewevwecens -15 
7. Huckleberry Hound (Screen Gems) 

WOU We. | TaD ance cncccvectcuss .13 
7. Capt. Dayid Grief (Guild) wriL-Tv Sun. 7 13 
8. Jim Backus Show (CNP) wrev-Tv Thu. 7 12 
9. Best of the Post (ITC) wriL-tTv Sun. 6:20 .11 
9. Shotgun Slade (MCA) wrov-Tv Fri. 7 ..... 11 
9. Lock Up (Ziy-UA) wrev-tv Tue. 7 .. <<a 
10. The Brothers Brannagan (CBS) 

wrov-tv Wed. 16:30 ......... news -10 
10. Our Miss Brooks (CBS) weav-Tv Sun. 6 ..10 

TOP FEATURE FILMS 
1. Early Show wacu-tv Thu. 6-7 ...... secek® 
2. Late Show woavu-Tv Sat. 11:15-12:45 a.m. .15 
3. Early Show wcau-Tv Tue. 6-7 . eewvesck® 
3. Late Show woau-tv Wed. 11:15-12:45 a.m. .10 
3. Early Show WCAU-TV Sat. 5:30-7 .......... 10 
TOP NETWORK SHOWS 

1. The Untouchables WFIL-TV ................ 16 
DE SO. ica an ewetenioh eh ke oer 43 
3. The Real McCoys WFIL-TV ...............38 
4. 77 Sunset Strip wriL-tTv 2 

5. My Three Sons WFIL-TV 

6. Wagon Train WRCV-TV ........ 33 
7. Bob Hope/Perry Como WRCV-TV .......... 32 
er er 
8. Naked City WFIL-TV ets ee 31 
9. Spirit of the Alamo wWFIL-TV .............30 
9. The Flintstones WFIL-TV .............. 30 
9. Candic Camera WCAU-TV ............0.. 30 


ARB City-by-City Ratings November 1960 
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CHICAGO 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





. Trackdown (CBS) wspBM-tv Sat. 9:30 ....28 
. Huckleberry Hound (Screen Gems) 
weu-tv Web. (386 ..ccccccccce 15 
Sea Hunt (Ziy-UA) w Mon okeone 
Lock Up (Ziv-UA) wnpsq Thu. $:30 .. cone 
. Woody Woodpecker (Burnett) won-tv Tue. 6 .13 
. Quick Draw McGraw (Screen Gems) 


WHE. FTE. . B ccs scccntesessesecserses 1l 
. Johnny Midnight (MCA) WGN-TV Sat. 9:30 ll 
. Bugs Bunny (UAA) WBKB Tue. 6:30 ...... 10 
5. Pioneers (Crosby/Brown) WNBQ Wed. 9:30 10 

Sgt. Preston (ITC) wen-Tv Fri. 6 ....... 10 
§. Science Fiction Theatre (Ziv-UA) 

won-tv Gat. 6 .......... ecdececeseucves 10 

Jim Backus Show (CNP) WBBM-TV 

BR GSD nn occa acwncenctctcvesesnsoan 9 

Three Stooges (Screen Gems) WGN-TV 

Sat. 4:30 000600 6606b06000000665056002 9 
. Deputy Dawg (CBS) wexs Mon. 6 ........ 8 


State Trooper (MCA) wGN-Tv Mon. 9 .... 8 
Jeff's Collie (ITC) wepM-tv Sat. 11:30 .... 8 
- Medie (CNP) WGN-TV Sat. 9 ......ccee0e 8 


TOP FEATURE FILMS 


Best of CBS weeM-tTv Sat. 10-12:15 a.m. ..18 
Movie 5 wNBQ Sun. 10:15-11:45 .......... 15 
Movie 5 wnpeq Sat. 10-12 mid. ..........4. 13 
Movietime U.S.A. WBKB Fri. 10-11:30 ....12 
Feature Film wWGN-Tv Sun. 4-5:30 ........11 
Late Show wWBBM-Tv Fri. 10:15-1 am. ....11 


TOP NETWORK SHOWS 


Moore WBBM-TV 





Red Skelton WBEM-TV 
Bob Hope/Perry Como WNBQ 
Ed Sullivan wWBBM-TV 
Candid Camera WBEM-TV 
Danny Thomas WERBM-TV 
The Untouchables weeks 

77 Sunset Strip WBKB 
Show wWNBQ 


Chevy 


PORTLAND, ORE. 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Hound (Screen Gems) 
KGW-Tv Thu. 6°30 eas ehecesevesscstsceue 
Sea Hunt (Ziv-UA) KGw-tTv Tue. 7 ° 28 


You Asked Fur It (Crosby/Brown) 

mpev Bam. 6 ..cccccces eee cceccceme 
. Quick Draw M Graw (Screen Gems) 

KGW-TV Mon. 6:30 acevne sé eneseen 21 
. Woody Woodpecker (Burnett) 

KGW-TV Tue. 6:30 on awe base neececwe 21 

Highway Patrol (Ziv-UA) KOIN-Tv 

Wed. 6:30 esa ue Ws Celberse0s a 21 

Bugs Bunny (UAA) KptTv Tue. 7:30 ...... 20 
. Suceess Story (ITC) KGw-tTv Wed. 7 .. -.20 

Death Valley Days (U.S. Borax) 

WUE GR, DOSED ccciccconnvesecceass 20 

Shotgun Slade (MCA) KOIN-TV Fri. 6:30 ..19 

Blue Angels (CNP) KGw-Tv Fri. 7 ....... 19 

Best of the Post (ITC) Kew-tv Sat. 7 ....19 
. Two Faces West (Screen Gems) 

EG Tee. 2 kcecemmescudecensapstes 18 

Manhunt (Screen Gems) KGW-TV Thu. 7 ....18 

State Trooper (MCA) KGw-Tv Sat. 6:30 ...17 


TOP FEATURE FILMS 


Film Classics KOIN-TV Sat. 3:30-5 .. ee 
Cameo Theatre KOIN-TV Sun. 4-5 ........ 11 
Movie 12 KPTV Sat. 11:15-12:45 a.m. 10 
. Top Plays Kptv Sat. 11-12 .... os coos St 
Adventure Playhouse KGw-Tv Sat. 2-3:30 ... 7 


TOP NETWORK SHOWS 


Have Gun, Will Travel KOIN-TV seem eee 
Walt Disney Presents KPTV ................34 
Donna Reed Show KPTV re 
Se Dee BOOS MPTY nice hecccccwed 32 
The Flintstones KPTV ......... ooes ee 
Pe, ee Se TIED on cikn ccecsccucnddcse 
Wagon Train KGw-TV .. =" ° so aca 
- Maverick KPTV cedewereneeeece ccccceal 
Sf eens 30 
ee NOD TT io ici cineanccandone 30 
Pare BRR WOIIMSEG. ccc ccccsccivivcncd 30 
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DENVER 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 


EBTV The. 6 wnccccccccesecccces 0002238 


1. Sea Hunt (Ziv-UA) xELz-Tv Sat. 8: 30. as 


to 


avs.w 


ANN aAanw 


ow ~ 


Death Valley Days (U.S. Borax) 
KIizZ-TV Mon. 8:30 


. Manhunt (Screen Gems) KLZ-Tv ” ‘Sat. ® eck 


Best of the Post* (ITC) Kuiz-Tv Sun. 7:30 ..16 


Bugs Bunny (WAA) KBTv Tue. 6:30 ...... 15 
Quick Draw McGraw (Screen Gems) 

EBTV Wed. 6 .ncccccccccccccccccccecces 15 
Jeff’s Collie (ITC) Kuz-Tv Sat. 5 ........ 15 
Woody Woodpecker (Burnett) KpTvV Mon. 6 ..14 
Coronado 9 (MCA) KBTv Tue. 9:30 ........ 14 
Blue Angels (CNP) KLz-TV Mon. 9 ....... 13 


Lock Up (Ziv-UA) Kuiz-Tv Thu. 9:30 ....13 
Two Faces West (Screen Gems) 

KIS-TV Fri. 7:30 2... cccecccccsccccccccss 13 
The Play of the Week (NTA) Koa-TV Sun. 9 .13 
U.S. Marshal* (NTA) Koa-Tv Sat. 9:30 ...12 
Tombstone Territory* /Ziv-UA) 

BOA-TV Fri. 9:30 ..cccccccccccccccccces 
Badge 714* (CNP) xKuiz-tv Tue. 9 . 


TOP FEATURE FILMS 





. Movie Masterpiece KBTV 





Bat. 10-18 mI. .nccccccesccsccccceccee 11 
1. Movie Masterpiece KBTV 

Wri. 20-18:8@ Gm. ccccccccccccccsccces 11 
2. Movie Masterpiece KBTV 

Biem. 20-28 GeOe. 2. ceccccscceccecscsccecs 7 
2. Movie Masterpiece KBTV 

Wed. 10-12 mid. ...ccseceeceeccecs cooee 8 
3. Academy Award Theatre KoA-TV 

Sat. 10:15-12:15 am. ....++- eecccccess 5 

TOP NETW ORK SHOWS 
1, Gunsmoke KLZ-TV 2.2.0. sce ecee es eeeceeeees 3 
2. Red Skelton KLZ-TV .... 1... cece eseeecees 
2. Garry Moore KLZ-TV ....cceeerssececcecs 
3. Bob Hope/Perry Como KOA-TV 
3. What’s My Line FLZ-TV .........- 
4. Robert Taylor’s Detectives KBTV ........-- 33 
4. Have Gun, Will Travel KLZ-TV ........+-++ 33 
5. Wagon Train KOA-TV ...eseeeeecceeercee 32 
6. Groucho Marx KOA-TV ...seseeeesscccecee 30 
6. The Untouchables KBTV ....e-0eeeee0+ +000 30 
PROVIDENCE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Rough Riders (Ziv-UA) wsar-Tv Thu. 7 ..26 
1. Sea Hunt (Ziv-UA) wPprRo-Tv Sat. 7 ......26 


ona 2s aha » os 


2 


10. 
10. 
10. 


aaa.wr- 





. Highway Patrol (Ziy-T 


. Premiere wrro-Tv Thu. 
. Action Theatre wPRO-TV Sat. 


AOD Tn m w b> Do DD 


Death Valley Days (U.S. Borax) 
WIAR-TV Mon. TF ....ccssccrcvcccseccces 25 


3. U.S. Marshal (NTA) wprRo-TV Sat. 10:30 ..20 
. Case of the Dangerous Robin (Ziy-UA) 


WIAR-TV Tue. FT ..ncccccccccccseccssese 19 


. Lock Up (Ziv-UA) wsar-tTv Wed. 7 ....... 19 
. Shotgun Slade (MCA) wsaR-Tv Fri. 7 ....19 
. Whirlybirds (CBS) wrpro-tv Sat. 6:30 ....19 
. The Brothers Brannagan (CBS) 


WOsS@ ..cccccccccscccccces 16 
) wPrRo-Tv Wed. 7 .15 
Jim Backus Show (CNP) wpro-Ttv Thu. 7 ..13 


WJAR-TV Sun. 





. Life of Riley (CNP) WHDH-TV M-F 6:30 ..11 


Johnny Midnight (MCA) WJAR-TV 
Wel. 10:80 .nccccccsccccoscccceseccsecs 11 
Popeye (UAA) wPRO-TV Sat. 12:30 ...... 10 


Sea Hunt (Ziy-UA) WHDH-TV Tue. 10:30 .. 9 
Lock Up (Ziv-UA) wHpH-Tv Thu. 10:30 ... 9 
Brave Stallion (ITC) wpro-Tv Fri. 7 ..... 9 


TOP FEATURE FILMS 
Movie of the Week. WPRO-TV Tue. 7-8:30 ..15 
Big Show wJaR-Tv Sat. 11:15-1:15 a.m. ..13 
Big Show wJarR-Tv Sun. 11-1:30 a.m, ....10 
Premiere WPRO-TV Fri. 11:15-1 a.m. ....... 8 
Premiere WPRO-TV Wed. 11:15-1:30 a.m. ... 7 
11:15-1:30 am. .. 7 

1-3:30 ...... 7 


TOP NETWORK SHOWS 
Danny Thomas WPRO-TV ...... 
Wagon Train WJAR-TV ........2- 
Bob Hope/Perry Como WJAR-TV 
Adventures in Paradise WJAR-TV 
Gunsmoke “‘WPRO-TV ......ece% 
The Untouchables WJAR-TV ......... 
Route 66 WPRO-TV ....... eeees 
Alfred Hitchcock WJAR-TV ....... 
Perry Mason WPRO-TV ......c00+++% 





- Ed Sullivan WPRO-TV .....cccee-seeceee 


GRAND RAPIDS-KALAMAZOO 


2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Sea Hunt (Ziv-UA) wxzo-rvy Wed. 8:30 ..35 


2. Huckleberry Hound (Screen Gems) 

WOOD-TU Wed. FT .ncccccccccccccccccccce 33 
3. Lock Up (Ziv-UA) woop-tv Tue. 8 ...... 24 
4. Death Valley Days (U.S. Borax) 

WHEP-ty Be. Tr88 .ncccccescoccsccvces 22 
4. This Man Dawson (Ziy-UA) wkz0-TV 

Gat. 20:30 nccccccccccccssces PTrTTTTiT 22 
5. Whirlybirds (CBS) woop-tv Fri. 8:30 ....21 


a @ 


. Coronado 9 (MCA) wkzo-Tv Thu. 8 ...... 20 
. Jim Backus Show (CNP) woop-tTv 


Wee. C280 . .nvnecc scccessvccccovcensces 19 
8. Tombstone Territory (Ziy-UA) wkzo-TV 

Tie, FF cccccccccccccesecscccecoccscece 18 
9. Manhunt (Screen Gems) WOOD-TV 

BE. BOBO ccncccccceccecececcescoceces 17 
9. Case of the Dangerous Robin* (Zivy-UA) 

WOOD-TV Mon. 9:30 ......ccccccccccccces 17 
9. Interpol Calling (ITC) wkzo-rv Tue. 8 ....17 
9. Roy Rogers (Roy Rogers Synd.) 

WOOD-TV Sat. 10 a.m. ...cesseeeeesceves 17 
10. Four Just Men (ITC) wkzo-Tv Sat. 7 ....16 
11. Bugs Bunny (UAA) wkzo-Tv Wed. 6 ...... 11 
11. Championship Bowling (Schwimmer) 

WOOD-TV Bun. 12 ...cccccccscccssescers ll 

TOP FEATURE FILMS 
1. 11th Hour Theatre wkzo-Tv 

Pet. LLsBS-2s9E Gm. cccccccccescsecsscces 14 

2. Theatre* woop-tv Sat. 11:15-1:15 a.m. ....11 


3. 11th Hour Theatre wKkzo-Tv 

Wed. L1slS-1 O.m. wccccccccccccces coceel® 
4. 11th Hour Theatre wkzo-Tv 

Gat. L1sAS-25158 O.m. wcccccccsccccccccces 9 
5. 1lth Hour Theatre wkzo-Tv 

Tee. LUsBS-d GM. cccccccescccscccsesees 7 
5. llth Hour Theatre wEzo-Tv 

Tm. SEERA BM. acaceses ccccvccesvese 7 
5. Showtime wkzo-Tv Sat. 2-4:30 .........+.- 7 

TOP NETWORK SHOWS 

1. Danny ThomaS WKZO-TV .............se008 42 
2. Pete and Gladys wKzo-TV ....... ..40 
2. Have Gun, Will Travel wxzo-Tv . — 
2. Gunsmoke WKZO-TV ........- : 40 
2. Dennis the Menace WKzo-TV .... | 
3. Perry Mason WKZO-TV .......- .39 
4. Wagon Train woop-Tv ....... eee .-38 
4. Bachelor Father woop-Tv ... ..38 
4. Ed Sullivan wkKzoO-TV ........- peewee 


RICHMOND 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1, Rescue 8 (Screen Gems) wtvr Sat. 7 ....24 


eo bo 2 [<) 


> 


ow 


an 


“Teck Up (Ziv-UA) WXPX-TV 
6. Little Rascals (Interstate) WTvR 


Huckleberry Hound (Screen Gems) 


WEVR Wed. 6 .nccwccccccscccscccceseess 20 
Amos ’n’ Andy (CBS) wrvr Sat. 6:30 . 2 
. Shotgun Slade (MCA) wrvr Sat. 10:30 2 


Quick Draw McGraw (Screen Gems) 
WTVR Mom. 6 .n.ccccccccccesccccccccess 19 


. Woody Woodpecker (Burnett) wrvr Tue. 6 ..17 
. Highway Patrol (Ziv-UA) wxpx-tv Tue. 7 ..17 


Phil Silvers (CBS) wrvr Mon. 6:30 ...... 16 


§. The Pioneers (Crosby/Brown) WXBEX-TV 


Wed. 7 









Bat. S230 B.m. .nccccrcccccccsccsccsececes 15 
6. Three Stooges (Screen Gems) wtvr Sat. 5 ..15 
7. Bugs Bunny (UAA) wrva-Tv Tue. 7:30 
8. Case of the Dangerous Robin (Ziv-UA) 

WEEE-TV Mon. 7 ...ccccccccccccccsceces 13 
8. Deputy Dawg (CBS) wrvr Thu. 6 ........ 13 

TOP FEATURE FILMS 
1. Million Dollar Movie Wxex-Tv Sat. 6-7:30 7 
2. Late Movie wrvr Fri. 11:15-12:45 a.m. 5 
3. Best Of Paramount WRVA-TV 

Wee. LUcBE-2 GM. cc cccccccsccccccccsccs 4 
4. Amana Playhouse WRVA-TV 

Sat. 11215-1245 a.m. ....ce-scccersecvecs 3 
4. Million Dollar Movie WxXPx-TV 

Sum.l1-1 O.M.  ccccccscccccvcccccesceses 3 

TOP NETWORK SHOWS 
1. 77 Sunset Strip WRVA-TV ..cccccccssecee 43 
2. Gunsmoke WTVR 2... cescccsccccecsesesece 40 
3. The Real McCoys WRVA-TV .........+020+5 38 
4, Wagon Train WEXBX-TV ........20ccee-ses 
4. Perry Mason WTVR ...... 
4. Rebel WRVA-TV ....... 
5. The Untouchables WRVA-TV 
6. My Three Sons WRVA-TV 
7. Have Gun, Will Travel WTVR .............-- 32 








ARB City-by-City Ratings November 1960 


OKLAHOMA CITY 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





1. The Brothers Brannagan (CBS) 

BWEV Bet. S208 cscccccrccvecrvcedece 30 
2. Manhunt (Screen Gems) wky-Tv Fri. 9:30 ..295 
3. Death Valley Days (U.S. Borax) 

CSS Tek. DIN cicoscesscveceteunsnee 
4. Johnny Midnight (MCA) xwrv Fri. 8:30 .22 
5. Coronado 9 (MCA) wkr-tv Thu. 9 .20 
6. Blue Angels (CNP) Kwrv Thu. 9 .......... 19 
7. Grand Jury (NTA) kwrv Thu. 8 ...... 18 
8. Polka Parade (Paramount) kwrv Sat. 6 -17 
9. Sea Hunt (Ziv-UA) wkr-rv Wed. 9:30 16 
10. Shotgun Slade (MCA) Kwrv Mon. 7:30 15 
11. U.S. Marshal (NTA) wy-Ttv Thu. 7:30 .14 
12. Roy Rogers (Roy Rogers Synd.) 

KwTv Sat. 11:30 a.m. ; ° -13 
13. Bugs Bunny (UAA) Koco-Ty Tue. 6:30 -12 
13. Tombstone Territory (Ziy-UA) 

warty Pel. 8 .ccceee oneoenccccesese 12 
14. Case of the Dangerous Robin (Ziy-UA) 

WES-EV Bem. O2B0 cccccccccccccccccccess 10 

TOP FEATURE FILMS 
1, Big Show xwrv Fri. 10:30-1:15 a.m. 10 
2. Big Show kwrv Sat. 10:30-12:15 am : 
3. Big Show kwrv Wed. 10:30-12:30 am f 
4. Big Show kwrv Thu. 10:30-12:15 a.m ee 
4. Family Movietime Kwrv Sat. 2-4:30 ........ T 
TOP NETWORK SHOWS 
R, GORD MRP ccccncccccccoccescocs 51 
2. Wagon Train WKY-TV ..... ccoveesscoses 45 
3. Have Gun, Will Travel KWTV ............ 42 
4. Rawhide KWTV ......... 39 
SC, SP GH BBE ccc cc ccccvccccccescens 34 
5. Ernie Ford wkyr-Tv 34 
5. Bonanza WKY-TV ..... .34 
6. Bob Hope/Perry Como wkr-Tv .33 
7. Laramie wKY-TV 32 
7. Red Skelton KwTv 32 
7. Chevy Show wkyY-Tv 32 
SEATTLE-TACOMA 
5-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Death Valley Days (U.S. Borax) 

MENG-CV WE. Fcc ccccaccccceseseseces 34 
2. Bold Journey (Banner) KOMO-TV “Thu 7 33 
3. Bugs Bunny (UAA) Komo-Tv Tue. 7:30 28 
4. Huckleberry Hound (Screen Gems) 

NE TI. GO cccsnccccevcenceckeoeenas 27 
5. Sea Hunt (Ziv-UA) KING-TvV Mon. 7 ...... 2 
6. Manhunt (Screen Gems) KING-TV Tue. 7 25 
7. Woody Woodpecker (Burnett) KING-TV Mon, 6 .24 
8. Quick Draw McGraw (Screen Gems) 


KING-TV Wed. 6 . eee cose 
Deputy Dawg (CBS) KING-TV Tue. 6 





9. 
9. Championship Bowling (Schwimmer) 

momse-tv Fel. 6290 .nscosccvcccece 21 
10. Ivanhoe (Screen Gems) KING-TV Fri. 6 20 
11. You Asked For It (Crosby/Brown) 

CORPSE TE: OS wcccccscccasced 19 
12. High Road (ABC) Komo-Tv Thu. 6:30 18 
13. Divorce Court (KTTV) KING-TV Wed. 10 17 
13. Best of the Post (ITC) KiNG-TV Thu. 7 17 

TOP FEATURE FILMS 
1. Saturday Matineo KoMo-Ty Sat. 2:30-4 ......23 
2. Armchair Theatre KING-TV Sun. 3-5 ...... 9 
3. Sunday Show KrRO-TV Sun. 2-4 ........; 8 
3. Major Studio Prevue KOMO-TY 

Gat. Ue) Gm. ..ccccrccccccccccccccces 8 
4. Cameo Theatre KOMO-TV Sat. 4-5 ........ 6 
4. Shirley Temple Theatre KTNT-TV 

Bum. B-BsBO anccsccccsccccscccccecscces 6 

TOP NETWORK SHOWS 
1. The Real McCoys KOMO-TV ....... 50 
2. Donna Reed Show KOMO-TV ........eeeee0e 45 
3. 77 Sunset Strip KOMO-TV ..........-- 42 
4. Wagon Train KING-TV ........ 41 
5. My Three Sons KOMO-TV ...... ovcesseesee 
6. Cheyenne KOMO-TV 2... cece ccccvesenvess 39 
7. Guestward Ho KOMO-TV ........00se000ees T 
7. The Untouchables KOMO-TV .........0005.8 7 
8. Surfside 6 KOMO-TV 36 
9. The Flintstones KOMO-TV .......5.eeee0> 33 
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one for... 


Every Monday morning, a Channel Six mobile unit hits the road for another week 


in the WITI-TV coverage area. Its mission: GOODWILL! 


The unit is manned by an experienced photo-newsman equipped with cameras, 
projectors, recorders, a supply of luncheon speeches, and an expense account. This 
goodwill ambassador is in contact with “home-base" via mobile ‘phones on three 
separate frequencys. He's making new friends for Channel Six, as he files the latest 
news and films area feature material for broadcast. 


This 'one-for-the-road" is ONE MORE of WITI-TV's continuing efforts to solidify 
its standing in the communities it serves. 


 CDT0OY cmcerne 


The STORER Station Backed by 33 Years of Responsible Broadcasting 
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ahead in 1961. 

According to figures from the Elec- 
tronics Industries Association, only 
5.1 million new tv sets were pur- 
chased during the unhappy recession 
year of 1958. Volume lifted in 1959 
to 5.75 million units, and at year-end 
the industry was looking toward 6.5-7 
million sales in 1960. The last year 
that sales had reached seven million 
was 1956. For the first few weeks of 
1960, it appeared the predictions 
were going to be realized as sales 
spurted up in a flurry of post-Christ- 
mas spending. 


Down and Up 

A slide began early in February, 
however, and continued _ nearly 
through the first half of the year be- 
fore sales began moving upward 
again. The climb became steeper as 
the new video season opened, and 
continued sharply upward into the 
holiday. A year-end check of EIA 
elicited confidence that six million 
(“perhaps slightly more”) sets would 
be recorded in the 1960 total. 

The outlook, therefore, is op- 
timistic once again. A surge of buy- 
ing in December and this month is 
figured to greatly reduce over-ex- 
panded inventories at the retail level, 
which in turn would permit heavy 
promotion on the new models. Also, 
with each passing year the industry 
looks for an old-set replacement mar- 
ket to open up. The life of receivers 
sold in 1953-4-5 surely must be ex- 
pended soon, manufacturers reason. 
For the past few years they have 
been disappointed. They’re hoping 
’61—-with strong advertising of large- 
size screens, remote tuning, etc.— 
will be the year viewers are con- 
vinced they should replace the 17- 
inch model with a new one. 


One of the more important moves 
to boost set sales in 61 is that of 
Corning Glass Works, which is spon- 
soring an industry-wide promotion 
emphasizing technological advances 
in tubes and receivers. Opening last 
week at the International Home Fur- 
nishings Market in Chicago, the year- 
long program will feature “free home 
trials” of new sets, a “tv trading bee,” 





product demonstrations in shopping 
centers and special sales presentations 
to dealers, among other plans. 

As it’s done for the last few years, 
color tv continues to creep on apace, 
with RCA having announced recently 
that set sales were up 30 per cent 
over 1959. 

Color in 1960 became a $100-mil- 
lion-yearly business, RCA told its 
stockholders in a year-end report, 
with the company making profits 
greater than $1 million. Exact profit 
figures were not released, but the an- 
nouncement seemed to bear out board 
chairman David Sarnoff’s optimistic 
view of 1960 when he announced last 
year that 1959 had been the first year 
in which the company had done bet- 
ter than break even on color. The 
chairman’s attitude for 1961 could 
also be described as cheerfully op- 
timistic. 

Leonard H. Goldenson, president 
of American Broadcasting-Paramount 
Theatres, Inc., noted that “color and 
other technical innovations” will be 
one of several stimuli to fortify the 
future growth of the medium. In The 
Exchange, monthly publication of the 
New York Stock Exchange, for De- 
cember, Mr. Goldenson looked toward 
a time when there will be 100 million 
tv sets in the U. S. Other factors con- 
tributing to that total, he said, in- 
clude an increasing population and 
rises in leisure time, disposable in- 
come and multi-set homes. 


Large and Small 

Stating that it took radio 32 years 
to achieve the home saturation of tv, 
the ABC-Paramount head stressed the 
fact that 51 per cent of the total ad 
dollars of the top 100 advertisers 
went into tv in 1959, but smaller 
companies also used the medium— 
with more than 7,000 different brands 
being sold via tv. 

ABC-TV billings for 1960, he 
wrote, in the first nine months were 
running 30 per cent ahead of 1959 
when 90 advertisers invested $126 
million for time alone. 

(According to published LNA- 
BAR reports, ABC-TV’s gross time 
sales for 1960's first nine months 
were $112,721,410, up 29.9 per cent 
over $86,744,444 for the same period 


in 1959. NBC-TV recorded $177,- 
318,634 for the 1960 period, up 4.8 
per cent over $169,188,474 for 1959's 
nine-month stretch. CBS-TV, with 
1960 sales of $204,356,596, was up 
4.6 per cent over its nine-month 59 
sales of $195,350,810. The three-net- 
work totals for 1960 showed a 9.6- 
per-cent rise over the °59 totals.) 

An analyst of the television indus- 
try for a top investment firm pre- 
dicted that ABC’s growth would con- 
tinue in the months ahead, but noted 
that the network had started its climb 
from a much lower base than either 
CBS-TV or NBC-TV. “Each of these 
networks,” the analyst said, “will 
also move ahead during the year, 
but their profits will be under pres- 
sure. Overhead is up, and the pro- 
gram structure today makes for high- 
er costs. If the networks want to keep 
their time sold out, they have to make 
greater sales efforts to reach more 
advertisers.” 

Illustrating in definite terms the 
need of the three networks in com- 
petition to attract more advertisers, 
NBC-TV claims a 1960 record of 247 
different companies. The network’s 
Jack Paar and Today programs, with 
their great many participating ad- 
vertisers, helped NBC to have as 
many clients during the year as all 
three networks had last April. 

Elsewhere in this issue, TV AGE 
looks at general economic factors af- 
fecting the nation in the year ahead, 
and at marketing problems which 
concern advertisers and their agen- 
cies. Basically, as far as its own 
growth is concerned, television is 
aware that the past few months augur 
an uphill climb for the first half of 
the year, at least. The climb, how- 
ever, does not involve starting from 
the bottom: tv rather must move high- 
er from its present pinnacle. 
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Business (Continued from page 29) 


tion and then retreated to the academic 
world, He became chief administrator 
of Harvard’s School of Public Admin- 
istration and a teacher of economics. 
He was regarded as a ’round-the-clock 
worker during his previous service 
with the bureau, and the feeling is that 
he will be an even more driving ad- 
ministrator now that, at 41, he is the 
top man of the agency. His ideas and 
beliefs as to Government’s role in fi- 
nancial matters and business are not 
as well known, but he is tabbed as a 
strong believer in a balanced budget 
except at times of a national emer- 
gency or a severe recession. He is re- 
portedly keenly alert to the interplay 
between a nation’s economic and so- 
cial needs and the necessity for ad- 
vancing both without penalizing one 
or the other segment of the nation’s 
affairs. 


Treasury Post 


The next and most critical post, 
Secretary of the Treasury, went to 
Douglas Dillon, the only Administra- 
tion holdover in the Democratic cabi- 
net. Mr. Dillon’s immediate reputation 
is that of a strong-minded Wall Street 
financier who entered politics as Am- 
bassador to France and rose swiftly in 
the State Department to gain a voice 
and authority that in the final months 
of the Eisenhower Administration 
were second to none. In the end it was 
Mr. Dillon who accompanied Secre- 
tary of the Treasury Anderson to Ger- 
many seeking some help on stemming 
the flow of gold from the U.S. The de- 
gree of Mr. Dillon’s support of Mr. 
Anderson’s demands has been a sub- 
ject of dispute and discussion in Wash- 
ington. 

But in general Mr. Dillon is re- 
garded as a fiscal conservative who 
will fight for a balanced budget just 
as vigorously under President Ken- 
nedy as Mr. Anderson did under Ike. 
The fact that Mr. Dillon started in the 
investment banking community as a 
partner of Dillon, Read leads to the 
opinion that he is a keen financial 
man. On the Street it’s indicated that 
he never was an authority of the U.S. 
money market, but that he did have 
enough savvy to pick as his assistants 
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Four advertising executives were guests recently on the KGO-TV San Francisco 
program, Baghdad by the Bay, moderated by Herb Caen and William Winter. 
The subject of the informal discussion show was the explanation and defense 
of the advertising profession. From left to right are William Matthews, vice 
president and general manager of Foote, Cone & Belding; Howard Gossage, 
president of Weiner & Gossage; Mr. Caen; Walter Guild, president of Guild, 
Bascom & Fonfigli; Daniel Lewis, president of Johnson & Lewis, and Mr. 


W inter. 





men who really did know the money 
markets. 

The final name to conjure with is 
that of Walter Heller, head of the eco- 
nomics department of the University 
of Minnesota and the man Mr. Ken- 
nedy has asked to take on the job of 
chairman of the Council of Economic 
Advisers. Mr. Heller, at 45, is prob- 
ably the most liberal of the economic 
policymakers around the Kennedy 
standard, and his friends would sug- 
gest that his liberalism is not blind 
but practical. 

Like Mr. Bell, he would undoubtedly 
recommend a deficit or a tax cut to 
stimulate the economy in a period of 
recession. Mr. Heller believes the Gov- 
ernment should wind up its operations 
under normal circumstances with a 
surplus. The surplus, he argues, should 
be used for increased spending by the 
Government or for debt reduction on 
the grounds that debt reduction would 
put more money back into the hands 
of holders of Government securities 
and promptly push them into reinvest- 
ing in private industry. 

One of his proposals would have 
Congress enact a standby tax-reduc- 
tion bill (or tax increase) to be used 
in the case of a serious recession (or 
runaway inflation). He also believes 


there should be no limit on either the 
Federal debt or on the interest rates 
on long-term Treasury bonds, and he 
is a supporter of selective credit con- 
trols on those segments of the econ- 
omy that are experiencing unhealthy 
booms. In labor matters, like so many 
others, he believes in appointing a 
committee to determine the facts and 
recommend terms of a settlement. 


Men and Viewpoints 


The importance of knowing these 
men and their viewpoints on the de- 
gree and manner of Government tink- 
ering with the business machine can- 
not be overestimated. During the 
1957-58 recession it was the combined 
thinking of Secretary of the Treasury 
Anderson, budget director Stans and 
economic advisor Saulnier that guided 
President Eisenhower's approach to 
put a hand gently to the economic gas 
pedal and to let the machine churn up 
its own power rather than force it. 

However, it is generally conceded 
that Mr. Kennedy as President is more 
likely to throw all his youthful energy 
into a fight for his programs—eco- 
a tactic that 
President Eisenhower was charged 


nomic or otherwise 





with employing too infrequently, 
though he was eminently successful in 
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holding down Government spending 
when he chose to make a fight of it. 

The key men in the business-eco- 
nomic sector of the Kennedy Admin- 
istration are—with the exception of 
Mr. Hodges—young men filled with 
the drive and energy of fresh ambition. 
Mr. Hodges has demonstrated that age 
has not slowed down the zest he has 
for doing new and different things if 
they are constructive. 

As these men move into the Wash- 
ington harness this month, they likely 
will find themselves at the nadir of the 
current economic decline. The inven- 
tory cutback which touched off the 
production and employment dip will 
be at or near its end. 

The degree of caution which the na- 
tion’s businessmen exercise in the new 
year will determine the speed with 
which the nation’s production bounces 
back. And some outstanding industry 
leaders already have given some indi- 
cations of what they expect to happen 
in their own industries. Here are their 
forecasts: 


Prognostications 


Electrical and electronics: sales and 
revenues should climb to $16 billion 
in 1961, top $21 billion by 1965. 

Housing: a five-per-cent increase in 
housing in 1961 over 1960. This would 
mean approximately 1.2 million units. 

Chemical production: equal to 1960 
levels until the summer, when there 
will be a decided upturn, with plastic 
output up three per cent, man-made fi- 
bers off three per cent, synthetic rub- 
ber off four per cent, paint off two per 
cent, fertilizer up two to three per cent, 
drugs and toiletries up five per cent. 

Steel production: it should continue 
at the same level for a good period of 
the year, with pick-up in demand for 
metal containers and construction 
steel being offset by a continued lag 
in demand for auto-appliance makers. 

How will all this balance out? Well, 
here you can get some wide ranges of 
opinion. Generally it would seem that 
the nation is expected to be definitely 
back into the bright-hued section of 
the economic rainbow by the third 
quarter of 1961. But the extent of the 
pick-up is the debated point. 

Economists for some of the most 
sophisticated institutional investors 





Jack S, Atwood (l.), previously station manager of wcsu-tv Portland, Me., 
was recently appointed general manager of the Maine Broadcasting System 


stations. Mr. Atwood has announced the promotion of Donald R. Powers (c.) 
to manager of wcsH-Tv and of Bruce C. McGorrill (r.) to sales manager. Mr. 
Powers has formerly been manager of wRvdo0 Augusta and local sales manager 
of wesH-Tv. Mr. McGorrill started with wes radio and transferred to 


WCSH-TV at its inception. 





such as the Prudential Insurance Co. 
predict that the gross national prod- 
uct, which had fallen to $503 billion 
toward the end of 1960, would not 
start climbing until mid-year. Then 
they predict that the GNP will climb 
and wind up the year at around $514 
billion, up $10 billion over the 1960 
level. That would represent an in- 
crease of perhaps two per cent for 
the year, an interesting but unimpres- 
sive figure, particularly in the light of 





RKO Sales Group 


An organization of national 
sales managers has been set up 
by RKO General to work with 
representatives in order to pro- 
vide closer liaison with the com- 
pany’s stations, and to deal di- 
rectly with agencies and adver- 
tisers. Robert J. McNamara was 
named director of sales plans, 
headquartering in New York and 
reporting directly to Hathaway 
Watson, RKO General vice presi- 
dent in charge of broadcasting. 

Sales managers representing 
individual tv stations and report- 
ing to station managers are 
Richard Jacobson, KHJ-TV Los 
Angeles; James Gates, WNAC-TV 
Boston; Sidney Allen, cKLW-TV 
Detroit, and Gordon Lawhead, 
WHBQ-TV Memphis. 















the Kennedy-Nixon debates, which 
bandied growth rates of four to five 
per cent around rather casually. 

To bulwark its position, the Pruden- 
tial forecast points out that over the 
last nine years of making these fore- 
casts its economists have had an aver- 
age margin of error of one-and-a-half 
per cent. 

More optimistically, the economists 
of Fortune magazine, who have racked 
up an excellent record of predicting 
both the timing and extent of eco- 
nomic upturns, contend that between 
now and mid-1962 the nation’s GNP 
will have climbed by a vigorous eight 
per cent to a figure of $545 billion. 
Part of this upturn in Fortune’s calcu- 
lations will be some $10 billion in 
Government spending, launched early 
in 1961. Added to this is the fact that 
the voters last November approved at 
the state and city level a large number 
of public-works projects which, along 
with housing and plant contract 
awards, indicate a spurt in construc- 
tion activity. This will in turn increase 
employment and fatten up the employ- 
ment payrolls. 

A growth of say four per cent or 
better per year, as indicated by this 
latter forecast, is more in tune with 
the New Frontier thinking of the Ken- 
nedy forces. In essence, such a forecast 
suggests that all that was wrong with 
the earlier predictions was a matter 
of timing. 
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Under the banner of The Advertising Council 


‘Lhe seeds 


O 


hope are sown 


y many hands 


**We cannot live only for ourselves. A thousand fibers connect 
us with our fellow-men; and along those sympathetic threads, 
our actions run as causes, and they come back to us as effects.”’ 


Take a look at the facing page. 


What you see are some fairly familiar symbols 
of some pretty important public service causes— 
notices that catch your eye almost every time you 
stop, look, or listen these days. 


What you won’t see though is the effect these 
campaigns have had on a lot of people. 


Start with the heads of business firms who 
contributed the money, advice and advertising 
support needed to make this work of The Adver- 
tising Council possible. Add to these the volunteers 
in advertising agencies whose gifts of time and 
talent brought these messages to life. 


Their creative efforts in turn inspired still other 
people who run our magazines and newspapers, 
radio and TV stations, outdoor and transit ad- 
vertising companies to contribute $181,900,000 
worth of free space and time during the past twelve 
months alone to bring these meaningful messages 
home to you. 


These seeds were sown in fertile ground—the 


— Melville 


hearts and minds of the free people of this country. 


Only a few of these causes called for money. 
None of them had an axe to grind. Created in an 
atmosphere of voluntary cooperation, they in- 
spired confidence in individual action. And they 
won your support. 


As a result, ours is a stronger country, a freer 
country, a safer country. 


Thanks to your response, classrooms grew where 
there had been none before. More kids went to 
college. Untold forest fires went unlit, and many 
people riding the highways owe their lives to the 
safety program. 


You saved your money through buying Savings 
Bonds, and strengthened the cause of freedom 
through getting out the vote and sending aid 
abroad. 


For these reasons business, advertising and 
media—as the private voice of public conscience 
—believe in furthering these public service causes 
through The Advertising Council. 
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THE ADVERTISING COUNCIL 


S2N8 co ... for public service 
x 4. 

SI If you would like to know more about this work, this 
magazine suggests you write to The Advertising 
Council for a free booklet, 25 West 45th Street, 
New York 36, New York. 























U. S. SAVINGS BONDS The space for this message is donated by this publication in cooperation with The Advertising Council. 
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Looking-Glass (From 35) 


calling for $39 million to be given 
in grants to public bodies and non- 
profit groups for construction of edu- 
cational tv facilities. There are seven 
states that now appropriate funds for 
educational tv—some $8 million— 
but this number and the amount 
would climb as soon as it is indicated 
that the Federal Government is going 
to dole out some dough. 

During the spring the commission 
is required to report back to the Con- 
gress on the results of the suspension 
of Section 315 of the Federal Com- 
munications Act in the Presidential 
election. Congress will be asked 
simultaneously to consider permanent 
elimination of the “equal time” law, 
and this too is likely to precipitate 
public hearings at which the charac- 
ter of television’s general program 
content may well be discussed. 


Pay-Tv Angle 

Meanwhile, in Hartford, it is likely 
that the Phonevision over-the-air sub- 
scription television experiment will be 
moving toward actuality while Para- 
mount Pictures Corp.’s Telemeter 
wired toll system seeks a test area 
in the New York vicinity. Up to now 
the publicity concomitant of every 
pay-tv venture has been extensive 
criticism of free television. The 
Reader’s Digest, for example, has 
championed the pay medium by 
pointing up the purported sins of 
free tv, and as the battle moves closer 
to home, the criticism can be ex- 
pected to become more vigorous. 

In 1961, also, it will be difficult 
for Paramount to avoid making some 
kind of factual report of its Canadian 
Telemeter experiment, which will be 
a year old in February. This is bound 
to add further fuel to the fire, al- 
though most observers, in the ab- 
sence of authoritative information to 
the contrary, currently incline to the 
belief that Telemeter in Etobicoke, a 
suburb of Toronto, has not been any- 
thing like a paying proposition. 

The general economic climate will 
naturally have a profound effect on 
the television community. Proposals 
for specific FCC regulation of the 
networks are to be introduced in 
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Congress, but the nature of any 
Congressional action seems hard to 
forecast at this time. The industry’s 
relations with Congress should be 
generally good, with the National 
Association of Broadcasters headed 
by an eminent veteran of the political 
wars, former Gov. LeRoy Collins of 
Florida. 

The increasingly vigorous compe- 
tition of not two but three networks 
is apt to provide the best answer to 
cries for cutting down the “power” 
of the nets; this same competition, 
however, coming at a time when 
business generally may be in a reces- 
sive phase and costs continue to 
mount, is undoubtedly going to gen- 
erate pressure for cutting economic 
corners. 

In summary, 1961 seems to be a 
critical year for television, with 
tighter Federal regulation a distinct 
possibility as the new Administration 
develops a point of view on the 
medium. But, as in Lewis Carroll, 
things aren’t always that simple. 
President-elect Kennedy has reason 
to be friendly to tv. It helped make 
him what he is today. 





Complaints, Anyone? 


The recently organized bipartisan 
Committee for Improvement of Ad- 
vertising Content, sponsored by the 
Association of National Advertisers 
and the American Association of Ad- 
vertising Agencies, is opening its 
“opinion interchange” to complaints 
from media. Previously, criticism of 
advertising has been submitted pri- 
marily by advertisers and agencies. 

An invitation that should be 
r.s.v.p.d promptly is a special one 
going out from the committee to tv 
critics and columnists, asking them to 
report any advertising they consider 
harmful. 

Co-chairman Robert Allen of Fuller 
& Smith & Ross, Inc., and E. G. 
Gerbic of Heublein, Inc., noted that 
the new ruling “is not in any sense 
an effort to relieve media of their 
responsibilities in accepting or reject- 
ing advertising.- Rather, it is an ef- 
fort to help them on problems of con- 
cern to all advertising.” 








Prizes, Prizes! 


Norman E. “Pete” Cash, TvB 
president, added to the holiday 
happiness of 10 timebuyers and 
agency media people by drawing 
their names as prize-winners in 
a promotion run by KOLN-TV 





MESSRS. JENSEN AND CASH 


Lincoln, Neb. At the drawing in 
the New York offices of Avery- 
Knodel, Inc., the station’s repre- 
sentative, KOLN-TV program di- 
rector Paul Jensen phoned the 
winning names to the station. 

Top-prize winner Andrew Zeis, 
media director at Compton Ad- 
vertising, Chicago, was awarded 
a 1961 compact car. Assistant 
media buyer Steve Silver, Benton 
& Bowles, Inc., New York, won 
a mink stole for his bride of a 
week. Other winners who re- 
ceived gifts of watches, radios, 
luggage, etc., were J. A. Taylor, 
Procter & Gamble media super- 
visor; Anne Harrington, reader- 
ship analyst at BBDO; broadcast 
buyer Leonard Kay at McCann- 
Erickson; broadcast supervisor 
Lee Hanson at MacManus, John 
& Adams; John Chapman, asso- 
ciate creative director, Buchanan- 
Thomas; Renee Faas, assistant 
buyer at E. H. Weiss; Samuel 
Wilson, timebuyer at Leo Bur- 
nett, and Nate Rind of DDB. 

Cards for the drawing were 
gathered during a two-month 
station-market slide presentation 
that toured top agencies and ad- 
vertisers in 10 cities. 
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Marketing (Continued from 33) 


points. 

© Cuts in marketing expenditures, 
for any considerable period of time, 
will result in the absolute need for 
excessive expenditures to recover the 
lost momentum of growth or share of 
market. 

© Holding marketing expenditures 
at the same dollar level year after 
year in the face of higher absolute 
costs and higher total marketing ex- 
penditures throughout the nation and 
within a particular industry is equi- 
valent to a gradual reduction of 
communications force against the 
market. This hurriedly leads to sales 
declines, sometimes to disaster. 

e A higher share of mind is fol- 
lowed by a higher share of market, 
and the converse is true. 

© In a world that will not stand 
still, better and continuing marketing 
research is likely to be more impor- 
tant than mere additions to advertis- 
ing or other marketing expenditures. 

© In a world of greater competi- 
tion, one can become old-fashioned in 
a month, a quarter, or six months, 
depending on the product and the 
industry. 

The challenge for 1961 is to resist 
the temptation to rein in, to hold 
back, to become old-fashioned—while 
bold, alert competition is using the 
lull in business to push ahead. 

The winning strategy in the pur- 
suit of the 1961 consumer is not 
merely to spend more—but to spend 
more smartly. The captious consumer, 
with more money in his pocket, can 
make you king. He can make you 
king if you understand him—and if 


you act on what you know. 





World Landmark 


A postcard from Germany ad- 
dressed simply to the “Director of the 
Television Tower of Oklahoma” was 
quickly delivered to KwTv Oklahoma 
City, whose 1,572-foot tower was for 
many years the tallest in the world. 
The sender, Willie Fimmor, said he 
was a “collector of view cards from 


many towns” and asked for a picture 
of the Oklahoma tower. 











Appointments at Compton 


Six vice presidents of Compton Advertising, Inc., have been elected to 
the board of directors and made senior vice presidents. They are: Edward 
Battey, Theodore Gleysteen, John A. Hise, Frank Kemp, John Owen and 
Lewis Titterton. 

The appointments increase the size of the agency’s board from 11 to 
17 members. An administrative committee of nine members of the board 
has been set up to execute the board’s decisions. 





MR. BATTEY 


MR. GLEYSTEEN MR, HISE 


Mr. Battey is director of research for Compton. He has been with the 
agency and its predecessor, the Blackman Co., for 33 years. 

Mr. Gleysteen, who joined Compton in 1958, is management super- 
visor on Procter & Gamble soap products. He has been in the advertising 
business for 25 years, serving as an account executive and account super- 
visor at Ward Wheelock, J. Walter Thompson and Young & Rubicam 
before coming to Compton. 

Mr. Hise was appointed assistant to the president early in 1960. He 
joined Compton’s market development department in 1949 and became 
its manager a year later. He was made an account supervisor in 1955. 





Bani 


MR. KEMP MR. OWEN 


MR. TITTERTON 


Mr. Kemp has served in various positions in Compton’s media depart- 
ment since 1939 and was appointed head of the department in 1956. 

Mr. Owen supervises the Compton-handled brands of the Calvert Dis- 
tilling Co., Four Roses Distilling Co., Browne Vintners Co. and General 
Wine & Spirits Co. Previously he was president of Browne Vintners and 
director of sales at McKesson & Robbins. 

Mr. Titterton, director of television and radio programming, has been 
with Compton for 15 years. Prior to joining the agency, he was assistant 
editor of Atlantic Monthly and associate editor of the MacMillan Co. He 
was also with NBC as manager of its literary-rights division and super- 
visor of its continuity division. 

In announcing the appointments, Barton A. Cummings, president of 
Compton, said: “The decision of the board to draw upon the background 
and managerial experience of these seasoned executives at the decision- 
making level not only recognizes their past contributions but anticipates 
the heavier demands which will be placed upon the board at this stage of 
the agency’s growth.” 
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Newsfront (Continued from 19) 


down are considerable when it is 
noted that the “outer area” includes 
more than twice as many households 
as the Fort Wayne metro area. 

In other instances the study points 
out that outer-area families are more 
prone to use tooth powder while 
metro-area households prefer tooth- 
paste, that Kroger stores lead A&P 
by a two-to-one margin in metro-area 
shopping preference, but are virtually 
tied with A&P in the outer area, that 
Camel cigarettes are most popular 
in the metro area while Winstons are 
favored in the balance of the tv mar- 
ket, etc. 

In the words of WANE-TV vice 
president and general manager Reid 
Chapman, “The chances of error in 
evaluation of market-position can be 
significantly reduced by defining the 
market through the contour of the 
television signal rather than through 
an archaic and, therefore, potentially 
misleading concept of the metropoli- 
tan area. Affected may be judgments 
on competitive standing, penetration, 
amount and technique of advertising, 


Luxury Living! 


Sensible Location! 


World-Famous 
NEW WESTON BAR & 
ENGLISH DINING ROOM 
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media selection and sales organiza- 
tion.” 

While it is obvious that effective 
use of a tv signal to define the market 
often implies that an advertiser’s 
product must be equally distributed 
throughout the total area, there are 
numerous national, regional and 
local advertisers who can meet the 
qualifications. 

It should also be obvious that gen- 
eral advertiser acceptance of the 
concept has revolutionary media im- 
plications: newspapers, with their 
enormous distribution problems in 
non-metro areas, would be crippled. 


Broadening Base 

Spot television in the 1956-59 
period gained 13 new advertisers 
among the top 100 in the country and 
was the only leading medium thus to 
broaden its base of support. This fact 
—in a new study, “Trends in the 
Selection of Media by the Top 100 
Advertisers,” prepared by Edward 
Petry & Co., Inc.—is one of several 
reasons cited to show why spot tv is 
growing faster than any other major 
medium as a favorite of major adver- 
tisers, and as the monetary leader in 
many product classifications. 

With 1956 (the first year spot ex- 
penditures were reported) as its base, 
the Petry company noted that spot 
investments over the next three years 
rose 71 per cent among the 100 ad- 
vertisers. Network tv expenditures 
were up 36 per cent, magazines 17 
per cent and newspapers three per 
cent. In 1959 the increase to spot was 
about 41 per cent of the three-year 
total, illustrating a recent quickening 
of the trend. 

The 13 new spot adherents noted 
above were met in 1959 by a loss of 
11 of the top 100 advertisers by net- 
work tv, 21 by newspapers and six 
by magazines. 

In product categories, spot’s share 
of the combined four-media budgets 
for soaps-detergents rose from 21 to 
39 per cent in the three-year period. 
Network tv’s share declined from 50 
to 47 per cent, magazines’ dropped 
from 11 to five per cent and news- 
papers’ fell from 18 to nine per cent. 


A 70-per-cent increase in spot in- 


vestments by the leading advertisers 
was registered, °56-59, for drugs- 
toiletries, and spot’s share of the com- 
bined major media budgets rose from 
25 to 28 per cent. Spot was the only 
medium of the four to capture a 
larger proportion of food-company 
funds, moving up from 20 to 23 per 
cent of the total in three years. 
Among brewers, spot accounted for 
61 per cent of 1959 expenditures, 
having taken only 31 per cent in 
1956. A 


among oil 


similar gain was made 


companies, which _in- 
creased spot expenditures by 66 per 
cent over the period and caused a 
change in spot’s share of the total 
from 22 to 30 per cent. 

An exception to the trend, and one 
that seems to be corrected already, 
appeared in the expenditures of 
tobacco companies. For 1959, the 
spot-spending for the cigarette makers 
was at the 1956 level, and spot’s share 
of the combined budgets declined 
from 27 to 19 per cent. A 54-per-cent 
rise, however, was noted for the first 
four months of 1960, probably in- 
dicating a reversal of the slump. 

Included in the Petry study are 
three-year spot-expenditure records of 
industry leaders among the top 100, 
which show that Procter & Gamble 
lifted its budget from $17.5 million 
to $45 million, and Bristol-Myers in- 
creased its proportion of spot-to- 
total-expenditures from five to 30 per 


cent. 


Sarnoff Previews ’60s 
“In 1960, when industry sales of 
off and 


black-and-white tv drcpped seven per 


consumer durables eased 


cent, color television showed the 
sharpest rise of any major consumer 
product on the market—up 30 per 
cent over 1959. Scarcely six years 
away from the test tubes, color tele- 
vision achieved the status of a more 
than $100-million-a-year business. 
RCA’s own profit for 1960 on color- 
receiver sales was measured in seven 
figures.” 

This statement on the solvent state 
of color tv was made by Brig. Gen. 
David Sarnoff in his year-end state- 
ment. RCA’s board chairman pointed 


(Continued on page 68) 
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Wall St. 


MARKET - TO- BE. The industrial 
market for electronics is another 
giant to-be, but again it is one that 
investors must study carefully to un- 
derstand. The field with which every- 
body has acquired a cocktail-conver- 
sation type of familiarity is in the 
date-processing area, with IBM, 
Sperry Rand, RCA and scores of 
others introducing their computers. 
IBM dominates the market, but the 
competition from the other firms is 
growing intense, and they are likely 
to claim a bigger share of a bigger 
market in the year ahead. 

Backed up behind the data-process- 
ing field is the whole microwave relay 
system. Just how radical a change in 


(Continued from 45) 


present communication systems will 
be wrought by large-scale introduc- 
tion of the microwave is still unreal- 
ized. A vast increase in direct com- 
munications between people at work 
and at home, from car-to-car, car-to- 
home, boat-to-boat and numerous 
other uses is possible. 


ie ‘ 
RESTAURANT 
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The FCC is now permitting in- 
creased use of point-to-point use of 
the frequency band for private use. 
There’s no doubt that AT&T will be 
in the forefront of the microwave 
field—being the organization that not 
only spearheaded its development but 
has the greatest potential for it. But, 
by the very nature of its semi-monop- 
oly in the telephone field, AT&T will 
not be able to exploit its position to 
the fullest. There will be many other 
smaller microwave makers bouncing 
into the market, and it is quite likely 
they will be very rewarding to the 
investor who has a sharp eye for 
good management and good products. 

Undoubtedly, as more manage- 
ments of these young electronic firms 
gain experience, they will be willing 
to try their hand at expanding their 
activities. Or there will be a desire to 
balance one line of products off 
against another to insure a steady 
market. Also, many firms with good 
products may suffer because of under- 
capitalization, poor distribution or 
any one of the myriad problems that 
beset a management. All these devel- 
opments may bring about a wave of 


| mergers or acquisitions in the indus- 


try which will also require investor 
alertness at every move. 





| Newsfront (Continued from 66) 


out that the success of tint tv was 
only one dramatic example of the 
way in which research has begun to 


| pay off in every field of electronics. 





“The explosive expansion of re- 
search was not ignited until the mid- 
50s,” Mr. Sarnoff said. “Half of the 
$85 billion spent on research and de- 
velopment in the United States since 
Pearl Harbor has been spent in just 
the last four years.” He added that 
since the normal laboratory-to-mar- 
ket-place cycle is about seven years, 
we can look for most new develop- 
ments to become a dominant factor in 
the mid-’60s. 

As for the immediate year ahead, 
Mr. Sarnoff said he agreed with the 
economists who hold that the econo- 
my will continue soft through the 
first half of 196], and that an upturn 
will occur in the second half of the 
year. 





R. L. “Danny” Cochrane has been 
promoted to assistant general sales 
manager of KXTv Sacramento. Mr. 
Cochrane is a veteran of seven years 
in broadcasting, most recently at 
KHOU-TV Houston. 





Commenting on RCA’s record sales 
last year, Mr. Sarnoff pointed out 
that four out of every five dollars 
profit came from products researched 
and developed after World War II. 
On a nationwide scale, he noted that 
in 1960 “a record $13 billion went 
into research and development, about 
two-and-a-half per cent of all the 
money that was spent in the United 
States.” 

In his report General Sarnoff said 
he also felt that in 1960 the gap be- 
tween space exploration for scientific 
purposes and exploration for prac- 
tical purposes had been successfully 
spanned. “In the Tiros satellites for 
weather forecasts, in Transit for 
navigation, in Courier and Echo for 
communications, the primary goal 
was to add new dimensions to our 
ability to do new things here on 
earth,” he said. 

According to Mr. Sarnoff, another 
1960 development which augers well 
for a prosperous decade ahead was 
the marked acceleration of product 
innovation. “In the United States,” 
he said, “new products made their 
market debut at the rate of more than 
25 daily.” 

The RCA board chairman said that 
his company planned to invest again 
heavily in research in 1961, and pre- 
dicted that “the products of research 
—those in being now and those yet to 
come—will double RCA’s sales vol- 
ume before the ’60s end.” 
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In the picture 


Wilson A. Shelton, who heads all creative services at Compton Advertising, Inc., 
has been appointed an executive vice president of the agency. At 42, Mr. Shelton has 25 
years of experience in the agency field, having gone to work in the mailroom of the old 
Biow Co. when he was 17, following his arrival in New York from Charleston, S. C. 
While running errands for Biow he attended the business school of Columbia Univer- 
sity at night, and it was not long before he was transferred to the copy department at 
Biow. By 1940 he was writing copy for BBDO, and in 1944 he went to Kenyon & Eck- 
hardt as a vice president and group head; in 1949 he joined Dancer-Fitzgerald-Sample 
as a vice president. Five years later he returned to Biow as a senior vice pzesident and 
creative director and in 1956 he came to Compton as a vice president. 





George H. Alarik (1.), Dean W. Proctor 
(c.) and Donald M. Rowe (r.) have been elected 
vice presidents of BBDO, where they serve in client 
contact. Mr. Alarik, an account group supervisor 
in Minneapolis, joined the agency in 1955. Mr. 
Proctor went with BBDO 10 years ago as an ac- 
count executive in the New York tv department 
and was transferred to Chicago last year as a group 
supervisor. Mr. Rowe began his association with 





the agency in 1950 as a tv commercial producer. 


Edwin S. Friendly Jr. has been named director, program administration, NBC Tele- 
vision network, it has been announced by David Levy, vice president, programs and talent. 
Mr. Friendly joined NBC-TV in September 1959 as general sales executive and has been 
director, special program sales, since February of last year. During World War II he 
rose from private to captain in an infantry division in the Pacific. He joined BBDO in 
1946 as a timebuyer and later became a radio and tv producer. Leaving BBDO in 1948, 
he served the Al Paul Lefton agency as director of radio and tv, and two years later he 
joined ABC as a tv network salesman, becoming eastern sales manager in 195] and na- 
tional director of sales in 52. He resigned from the network in 1953 to become an inde- 
pendent tv packager and producer, and in 1956 he went with CBS as a producer. 





Daniel Denenholz (1.), vice president and director of re- 
search and promotion for the Katz Agency, Inc., has been elected 
secretary of the company. At the same time, the directors elected 
Stanley Reulman (r.), manager of the station representative 
firm’s San Francisco office, a vice president, with responsibility 
for the west-coast operations of Katz. Mr. Denenholz joined the 
company in 1931; he was named a vice president in 1957. Mr. 
Reulman went with Katz in 1937 and was a member of the 
Chicago and Los Angeles sales staffs prior to his appointment 





as manager of the San Francisco office in 1947. 


Garth E. Kauffman has been appointed a vice president of the William Esty Co. By 
it has been announced by James J. Houlahan, chairman of the board of the agency. Mr. 
Kauffman has been with Esty since 1955 and is presently assigned to Nescafe and other 
products of the Nestlé Co. A native of Philadelphia, Mr. Kauffman spent three years in 
the Navy during World War II as a lieutenant serving on landing craft in the Mediter- 
ranean theatre of operations. Following his discharge in 1946 he went with J. Walter 
Thompson, starting in the mailroom and subsequently working in the agency’s interna- 
tional department. He left Thompson to attend Harvard Business School and in 1953 
became assistant advertising manager for Ruppert beer. He returned to JWT in ’54, work- 
ing on Ballantine, and then joined Esty as an account executive the following year. 





January 9, 1961, Television Age 69 


ARE YOU HEP? 





Do you belong to the fast-growing 
group of timebuyers who know that 
the fastest growing metropolitan area 
in Minnesota is Rochester? 


Do you know that this rich, expanding 
market has a annual spendable in- 
come of $886 million? 


You are not hep if you don't know 
that this rich market can be yours 
through KROC-TV. 


KROC-TV delivers 70% 
sign-off share of audience. 


sign-on to 


Ask Venard, Rintoul & McConnell for 


all the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 


70 January 9, 1961, Television Age 


me uorer soc J CQmera 





In a recent column we told about 
a 13-year-old California girl who 
earned $100 by raising and selling 
a small flock of sheep and spent the 
tele- 


vision speech on behalf of President- 


money making a five-minute 
elect John F. Kennedy. 

Now we discover that Mr. Kennedy 
has invited the girl, Suellen Fullstone, 
to watch him take the oath of office 
at the Capitol on Jan. 20, and to the 
Inaugural Ball that night. 

Who was it said that wool-gather- 
ing doesn’t pay off? 

* * % 

Now that New Year's Eve is here 
and gone, can Valentine’s Day be far 
behind? 

Since the answer is no, we now 
present our first Valentine Television 
Special for 1961. 

Television played cupid for Prof. 
Russell C. Erb, head of the chemistry 
department at Pennsylvania Military 
College in Chester, Pa., and Mrs. 
Julia Wiedoff, a sociologist of Phila- 
delphia. 

The Professor hds been appearing 
on WFIL-TV’s University of the Air 
for some 10 years. About a year ago 
he offered a discussion on “Chemistry 
Behind the Labels.” which dealt with 
food products. Julia watched the pro- 
gram and was so moved by it that 
she composed a _ poem _ entitled 
“Chemistry Behind the Labels,” and 
mailed it to Professor Erb. 

One rhyme led to another letter, 
from Russell to Julia, followed by a 
further exchange and eventually to a 
meeting. And now we find out that 
they will be 
hocken, Pa. (There’s more chemistry 


married in Consho- 
than label in that name.) 

“It's a good thing Julia never en- 
rolled for my television course and 
took an examination,” the chemistry 
prof is reported to have said. “She 
might have flunked and then we'd 
never have been married.” 


* x * 


An underwater television camera 
is to be used in northern Scotland 


for research into fish and hydraulic 
problems on Scottish lochs. 

Operated by a diver, the camera 
will be lowered by hawsers or rods 
to inspect huge fish screens 120 feet 
below the surface. The screens down 
in the Scottish lochs are preventing 
smolt (young salmon) from being 
swept into the turbines of power sta- 
tions. 

It seems that they are having 
trouble with lox in the lochs. 


% * * 


Attention ABC, CBS and 
The Constitutional Court in 


NBC: 

West 
Germany ordered the Government in 
Bonn not to begin a second television 
service that it planned to start on Jan. 
l. 

The reason given was that a sec- 
ond service would be contrary to the 
Constitutional right to freedom of 
opinion. 


* * * 


Life in this television age: It has 


surprised many televisionites that 
it was possible to have a cheerful 
holiday season even though this year 
they again had to buy the cup them- 
selves . . . In what may very well be 
considered as feeding the hand that 
bites them, parents are finding that 


their warnings to their offspring “not 
to believe everything you hear on tv 
commercials” are backfiring. Accord- 
ing to a recent report, the 12-to-15 
age group has become so skeptical 
about commercial messages on tv, it 
even refuses to go along with mes- 
sages of a moral and inspirational 
nature. 

Another set of moppets we know, 
all in one family, is understandably 
skeptical about tv plots. It seems that 
for years their father has been telling 
them bedtime stories, and, un- 
beknownst to the kids, he was re- 
telling what he had seen on tv the 
night before. Now that the kids are 
older and can watch later, they are 
running into re-runs of “Daddy's 
plots.” Daddy doesn’t know whether 


to confess or sue. 
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Ten years ago, Albuquerque, New Mexico, was not 
included among the nation’s top 100 cities 
in population. 

Now, the 1960 Census shows that Albuquerque has 
more than doubled in population in the last 10 years 
and ranks as the nation’s 60th largest city! 

These figures confirm what many people have real- 
ized for some time: that fast-growing Albuquerque 
is a major market . . . a billion-dollar market no 
advertiser can afford to ignore. 








And these people also know that KOB-TV domi- 
nates the exploding Albuquerque market— in ratings 
and in homes delivered. It’s your best buy in 
atomic Albuquerque. 











WTVR is First 


. RICHMOND, VA. 
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*Source: ARB Nov. 1960 























In just 6 months time after 
affiliating with CBS-TV, 
WTVR again leads in Richmond 
both day and night. 


r © WTVR audience is NOW greater than Station “B” by 44.3% 
WTVR audience is NOW greater than Station “C” by 58.6% 


| | and | | 
WTVR delivers 45.7% more homes than Station “B” 


WTVR delivers 63.7% more homes than Station “C” _ 
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The South's First TV Station 





HAN 


RICHMOND, VIRGINIA 


Represented by Blair Television Associates 

















